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No. 1159 


Exterior trim solid brass. Interior parts steel. Locking 
Rose inside. Installation is simple ...in a few minutes 
your job is done. 

New Safety Strike has well in lip to keep door latched 


even though not fully closed. 


Entrance Locks 
A complete line of Dexter Grade and Rear Door Locks 
lock S 18 available lo you Auxiliary Locks 
, Screen and Combinatior. Door Locks 
and each carries the jJamous 
: Bathroom and Bedroom Locks 
Dexter Lifetime CGruarantee, Passage Sets 


Closet Sets 


DEXTER LOCK COMPANY 


GRAND RAPIDS, MICHIGAN 


A SUBSIDIARY OF NATIONAL BRASS COMPANY 


in Canada: Dexter Lock Canada Lid., Guelph, Ontario 


tn Mente: Bouter Leche, Mate Gegante, $.A. de C.V. FOR WOOD AND METAL COMBINATION DOORS 
Monterrey, Nueve Leon 


*WORLD'S LARGEST MANUFACTURER OF LOCKS 





© RE BS 


Every day millions of Acme wheels slide over 
millions of feet of Acme track. 

Satisfied homeowners put Acme sliding 
door hardware to this rigid mileage test each 
day—a true test of the highest quality, com- 
petitively priced hardware on the market 
today. Unconditionally guaranteed for the life 

Sof the building. 











STOCK DISPLAY the BEST LINE TODAY 


AND 


BVATTS vin 


ALL PURPOSE 


, WINDOW MATERIALS 


it 
| \ 


fi R-V-LITE 








10 POPULAR FAST SELLERS! 


100-C COTTON REINFORCED 200-P PLASTIC REINFORCED 
700-W ALUMINUM WIRE REINFORCED 50-C ECONOMY COTTON REINFORCED 


300-CW VIMLITE 10 MESH WIRE 800-CW VIMLITE 14 MESH WIRE REIN- 
REINFORCED FORCED 


400-T WAX IMPREGNATED FABRIC 15-V —_ 4-MIL VINYL 
PLASTI 


2 TYPES OF STORM PANES in handy “take-home” units 
36-SP CLEAR 2-MiL VINYL PLASTIC 12-SP DELUXE TYPE REINFORCED COTTON 


vey ee and NOW this 
ee j 4 " valuable, new 
3-DIMENSIONAL eo ee 
DISPLAY a oe 
BOOK will help 
© Renseenate you sell more R-V-LITE and 
© Sells VIMLITE 


SEND REQUEST - CARD 32 pages packed with sales-building suggestions, illustra- 
for FREE DISPLAY and tions and instructions for home, farm and factory use. 

- Featured in R-V-LITE ads in top consumer magazines. Directs 
Consumer Literature customers to your store for all types of R-V-LITE products, 
(Card packed in each hardware, tools, paints, etc. Write today for your FREE 
Enclose-A-Porch kit) SAMPLE COPY and customer order pads. 


Arvey CORPORATION’ ™ 


Since 1905 3462 North Kimball Avenue, Chicago 18, Illinois 
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VANCE PUBLISHING CORP., 
EDITORIAL AND EXECUTIVE OFFICES, 
139 N. Clark Street, Chicago 2, Ill. 





PUBLISHER 


HERBERT A. VANCE 
A. W. BOULTON, Assistant to Publisher 
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Rough lumber as it enters 
Noyo’s up-to-date 


£ planing mill 


NOYO 


Resawing —another 
important step in 
Noyo Quality Control 


Unexcelled millwork 
facilities provide... 


SMOOTH FINISH 


The final step in processing Noyo Redwood takes 
place in Union Lumber Company's modern planing 
mill—outstanding in the Industry. Here Quality Con- 
trol receives the utmost attention to assure uniformity 
and precision. After milling, each piece is again indi- 
vidually inspected and authorized graders place the 
C.R.A. official grademark as it flows by on an endless 
belt. Thus, Noyo’s top rung planing facilities add a 
fine finish to the “quality that goes clean through,” 
with edges and surfaces all smooth and true... finish, 
siding, paneling, moulding, etc. ... Redwood at its best 
for your customers. 

Surfacing 
operations @ Sawn, edged and trimmed @ Surfaced and run to pat- 
utilize most 3 ee 
pec sate to produce the best out of log. tern by unexcelled planing 
machinery @ Inspected and agg for facilities. 
consistent, dependable, uni- @ C.R.A. grademarked, as- 
form quality. sembled and shipped to you 
@ Scientifically seasoned to under careful scrutiny to in- 
meet specifications called for. sure satisfied customers. 


REGIONAL SALES 
REPRESENTATIVES 


In order to provide prompt, 
efficient ‘on the job” service, 
Union Lumber Company 
maintains carefully selected 
and trained sales representa- 


SAN FRANCISCO LOS ANGELES CHICAGO NEW YORK tives across the nation. Con- 
620 Market St. 117 W. 9th Street 228 N. LaSalle St. 2735 Grand Cent. Term. 


SUtter 1-6170 TRinity 2282 CEntral 6-1172 MUrray Hill 9-5189 


in CRS LR 


sult your local directory or 


write to our nearest othce. 


UNION LUMBER COMPANY peewee 


r: California 
TREE FARMERS AND MANUFACTURERS Membe a Ta 
Redwood Association 
FORT BRAGG + CALIFORNIA 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


INTEREST RATE FOR MORTGAGES TO DROP. There can be little doubt that interest 
rates on conventional loans will be reduced shortly after the first of 
the year. Savings in banks continue to be tremendous, industry will 
require less money for expansion. It's a simple case of competition 
in putting money to work. 

MERCHANDISING WILL REPLACE THE MORTGAGE PROBLEM. Builders are already reviewing 
all possible sales tools in an effort to pep up sales. NAHB recogniz- 
ing the shift will devote a major portion of its convention-exposition 
in Chicago next January to skilled merchandising. 

LOWER TAXES FOR BUSINESS. Congress will receive recommendations from the Treasury 
for eased rules on capital expenditures, a revised Sec. 102 penalty tax 
on undistributed surplus. Double taxation of dividends will also be 
softened a bit. 

SHORTER HOURS ENCOURAGE HANDYMAN TREND. The AF of L is generally scrapping de- 
mands for higher wages in 1954 but they will ask for shorter hours. 

If the unions are successful look for greater interest by workers in 
do-it-yourself...home repair and remodeling. Hours nationally average 
40.5. 

MANUFACTURERS GIRD FOR COMPETITIVE YEARS. In quiet meetings throughout the 
country manufacturers are discussing ways to keep business rolling. 
Their dead serious conferences cover plant improvements, more advertis- 
ing, hiring management experts and better sales staffs. Dealers will 
be offered more product training, improved price policies and often 
financial help to do a real selling job. 

URGE COMBINING VA, FHA. Washington is receiving suggestions from many key 
sources that the VA and FHA mortgage program be consolidated to in- 
crease efficiency and administration overhead. Look for this idea in 
the new housing act to be submitted to Congress in January. 

WE ARE BUILDING LARGER HOMES. In 1948 the average house was 720 feet, and by 
1950 it had risen to 900 square feet. Estimates for 1953 range from 
1,000 to 1,200 feet. Also interesting. About 72% of the ‘53 homes 
will be frame, 28% brick masonry or veneer. 

MORE HOMES WITHOUT BASEMENTS. About two-thirds of the 1953 homes were built 
without basements, and of these, one half, or 33% of the total, are 
built on slabs. 

MORE LOANS FOR SMALL BUSINESS. The Administration is said to be yielding to 
pressure in preparing a more liberal plan going back to some of the 
features of the original RFC loans. The plan will widen out to include 
both wholesalers and retailers. 

THE CITY FAMILY OFFERS THE BIGGEST MARKET. Bureau of Census figures just pub- 
lished show that 39.4 million, or just about 87% of all households, 
are located in urban and rural nonfarm areas. 

SOCIAL SECURITY TAX WILL REMAIN 1%%. Best sources report that the increase to 
2% scheduled for January lst will be postponed. Reason is that boost- 


ing the rate would lop $1.3 billion off purchasing power and hurt low- 
income groups most. 











































(continued on page 9) 
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IT’S SO SIMPLE...TO ASSEMBLE AND INSTALL 


‘GILT- WELL 


NU-STYLE WOOD CABINETS 


They come completely machined, prefitted, 
semi-assembled in a carton package. They 
are manufactured of kiln-dried Ponderosa 
Pine, and offer unlimited finishing 
possibilities. They are equally adaptable 
to all rooms of the home and are for either 
OUT OFA Meee ne " BURN Mm onew building or remodeling with utmost 
CARTON i , flexibility to fit any size or shape room. 
They are as simple as ABC to assemble, install 
and to finish. Complete instructions for 
assembling, installing and finishing are 
in each carton. The many extra selling features 
of Bilt-Well Cabinets offer Lumber Dealers 
real opportunity for additional profits. Write 
us today for a copy of our latest “Do-It- 


Yourself” folder. 


| CARR, ADAMS & COLLIER CO. 


MANUFACTURING DIVISION 


gene can assemble 
ilt-Well Cabinets as 
all parts are pre- 1082 Jackson Street 
fitted. Cabinets fit 

directly to wall sur- Dubuque, lowa 


face 








wer 


th BiLT és WELL 
WOOD F WORK 


The Bilt-Well Line —everything in woodwork for the 
home: Superior Unit Windows ¢ Clos-tite Casements 
¢ Nu-Style & Multiple-Use Cabinets « Bilt-Well 
Bilt-Well Cabinets hese Sectional Overhead Garage Doors « Superior Door 
offer unlimited pos- - 


sibilities in finishing ‘ . 5s ; 
- Yoors « Scree ! ‘ aes 
—natural finish: t > Doors « Screens & Storm Sash « Basement Unit 


stained and var- tee ‘ES yr Windows ¢ Shutters « Exterior Doors « Interior 
we or ' ; Doors « Entrances « Louvers & Gable Sash + Corner 
enamelled in a vari- ; hi . : 
ina Cabine ; . , , 
ety of ways to suit vy China Cabinets « lroning Board Cabinets « Mantels 


your individual taste. &. bs ' * Telephone Cabinets + Stair Parts 


Frames ¢ Carr-dor Garage Doors « Combination 
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Building Hits Record October High 


Expenditures of $3.2 billion for 
new construction during October 
1953 almost maintained the Sep- 
tember level and set a record high 
for the month, according to pre- 
liminary estimates of the Building 
Materials and Construction Divi- 
sion of the Department of Com- 
merce and the Labor Department’s 
Bureau of Labor Statistics. 

Private outlays ($1.1 billion) 
were both at peak for the month. 


Residential Gains 


Almost two-fifths of the total 
dollar gain over 1952, when the 
first 10 months are compared, was 
in private residential building. 
Commercial building, largely be- 
cause of advances in construction 
of stores, restaurants, and ga- 
rages, accounted for the next 
greatest share—about a fourth. 

During the first 10 months of 
1953, expenditures for all types of 
new construction totaled $29.1 bil- 
lion, 7% above the amount for the 
same 1952 period. Physical vol- 
ume (expenditures adjusted for 
price changes) was up slightly- 
3%—from last year. 


More Commercial Building 


Commercial, educational, and re- 
ligious building each rose contra- 
seasonally in October to a new 
monthly high. The decrease from 
September in highway work was 
less than seasonal, reflecting to 
some extent the unusually good 
construction weather. All other 
major categories showed _ the 
changes that are usual for this 
time of year. 


Tighter Rules 
On Title | Loans 


To correct certain abuses re- 
cently brought to light in the Title 
I FHA repair and modernization 
program, new regulations have 
been issued, aimed at the elimina- 
tion of fly-by-night operators and 
unscrupulous deals. Effective De- 
cember 1, application forms for 
dealers will require more informa- 
tion than at present to assure lend- 
ing institutions that the dealer is 
a legitimate one. Additional rec- 
ords will be maintained to reflect 
the experience of lending institu- 
tions on past transactions with 
dealers, including borrowers’ com- 
plaints. 

New regulations will also stipu- 
late that loans induced by promise 
of a “bonus,” or cash payment, 
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will not be accepted for insurance. 
The completion certificate is being 
revised so that both the borrower 
and the dealer must certify that 
no such “bonus’’ was given or 
promised. It will also state that the 
selection of the dealer and accep- 
tance of materials and workman- 
ship are the borrower's responsi- 
bility, rather than that of the lend- 
ing institution or of FHA. In the 
dealer’s portion of the certificate, 
there will be added a statement 
that all bills for labor and mate- 
rial have been or will be paid and 
further, an agreement by the deal- 
er to repurchase the note if any of 
his representations made on the 
certificate are found to be incor- 
rect. 

Another change will require that 
the lending institution deliver no- 
tice to the borrower of approval of 
his credit application at least six 
days prior to disbursing note pro- 
ceeds to the dealer, in order to 
bring about a closer relationship 
between the insured lending insti- 
tution and the homeowner. 

Another amendment will provide 
additional reimbursement to the 
insured institution for obtaining 
judgment when the action is con- 
tested—$50 plus 5% of balance 
due if judgment is recovered in a 
contested action. This is in addi- 
tion to the $25 (or 15% of bal- 
ance) now permitted. 


Prewar Home Prices 
Drop 5% to 10% 


Prices on prewar homes have 
dropped 5% to 10% in the last 
year while prices on new homes 
held steady. 

This report on real estate prices 
in 12 cities scattered across the 
country was made by board mem- 
bers of the Society of Residential 
Appraisers at their annual con- 
vention at San Francisco. 

Price drops on older homes 
ranged from 10% in San Francis- 
co, Detroit and San Diego to 5° 
in Grand Rapids, San Antonio and 
Pueblo, Colo. Other cities in which 
the appraisers reported prices fell 
off: Cleveland, St. Paul, Philadel- 
phia, Wichita, Washington, D.C., 
and Flushing, N.Y. 

Higher priced housing—as might 
be expected—has suffered the big- 
gest declines. 


In general, the appraisers 
thought the lower-priced prewar 
housing was holding up pretty 





if 
| Manufacturer Orders 
mM, dee Ry ahr A 


ed Orders 





— Yh fo, Zurn. 





New Orders 
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FACTORY BACKLOGS of orders shrank to 
$67.7 billion in August from $69.9 bi.lion 
a month earlier, reflecting defense order 
cancellations and high shipments. 











well. However, one midwesterner 
dissented: 

“Right now we have peak em- 
ployment. But overtime is being 
cut out, and your low income earn- 
ers don’t have the savings. The 
lower-income buyer isn't going to 
be buying the way he used to. 
Lower priced homes are going to 
take a beating. In my town they’ll 
drop maybe 7%. I don’t predict a 
market tailspin, mind you, but 
prices are going down.” 


More Better Homes 


“It is the well-designed, well- 
built house that is selling today,” 
said Mr. Leisk, president of the 
board. “The builder is putting up 
25 houses instead of 100—-and 


they’re of a better quality.” 


Suggests Bricks 
For Water Shortage 


Never, to coin a phrase, under- 
estimate the power of a building 
material. In Oklahoma City, where 
the summer's drought focused at- 
tention on water problems, the 
Clay Products Association of the 
Southwest came up with a scheme 
it said could save 10 million gal- 
lons of water a day in Texas and 
Oklahoma; put a standard brick 
in the water closet tank of all toi- 
lets. 

The brick, said the association, 
would displace about 75 cu. in. of 
water, thus saving 1 gallon per 
flushing without impairing proper 
functioning. 





Economists See Million Starts in 1954 


Strong reassurance as to the 
business outlook for 1954 is the 
prevailing tone of reports by 138 
leading economists recently polled 
by Thomas S. Holden, vice-chair- 
man of F. W. Dodge Corporation, 
construction news and marketing 
specialists. 

Next year will likely be the na- 
tion’s second biggest business year, 
according to majority opinion. 

Moderately declining construc- 
tion activity is expected by a ma- 
jority. They forecast that next 
year’s government totals will be 
down 8% from 1953 in dollar vol- 
ume. The majority expect this de- 
cline will be partly due to mode- 
rate price declines, and to lessen- 
ing of overtime, although higher 
hourly wage scales are expected. 


Million Homes 


There is general expectation of 
a decline in residential building, 
but nevertheless of a big year of 
more than 1,000,000 non-farm 
dwelling units, which would be a 
decline of about 7% from what is 
expected to be this year’s total 
in dollars. 

The summary of replies indicates 
expected moderate declines of less 
than 5% in the nation’s total out- 
put of goods and services, com- 
monly known as gross national 
product. But 19 of the experts ex- 
pect next year to be a bigger year 
than 1953, while 41 expect a fairly 
severe drop. 


Gypsum Manufacturers 
Plan Add-a-Room Drive 


A nation-wide promotional pro- 
gram directed primarily to home- 
owners with growing families is 
being sponsored by the Gypsum 
Association. 

Consumer magazines and trade 
publications are to be kept in- 
formed of the campaign, which will 
reach its climax next May. During 
that month, which has been desig- 
nated as Add-A-Room Month, spe- 
cial publicity and advertising will 
spearhead the drive. Other trade 
associations and dealer groups 
with a stake in the add-a-room 
market are to be urged to develop 
their own publicity and advertis- 
ing programs. 

Development of the add-a-room 
market, according to Lloyd H. 
Yeager, general manager of the 
association, “should give a power- 
ful boost te the building industry, 
and be of special value in those 


10 


areas where new residential con- 
struction may decline.” 

Yeager said the promotional ef- 
fort was undertaken after studies 
showed there are seven million 
owners of one-family homes who 
are now faced with the necessity 
of expanding their living quarters. 
About five million of these are 
owners of non-farm minimum- 
space homes, and two million are 
owners of larger houses and rural 
homes in need of expansion. 


Billion Dollar Market 


The dollar potential of this mar- 
ket is at least $7 billion, accord- 
ing to Yeager. This estimate, he 
said, is based on surveys which re- 
port that the average homeowner 
spends $1,000 for adding an extra 
room. 

In view of the zooming do-it- 
yourself market, Yeager said, 
much of the add-a-room educa- 
tional and promotional material 
will be angled to the home handy- 
man. Power tool sales to home 
handymen, he pointed out, now run 
nearly $100 million a year com- 
pared to $40 million in 1949, and 
sales chalked up by retail lumber 
yards have jumped from $1.2 bil- 
lion in 1939 to more than $4.2 bil- 
lion. 

Helps Contractor 


“Despite the fact that we seem 
to be becoming a nation of me- 
chanics and tinkerers,” he contin- 
ued, “much of this do-it-yourself 
activity is actually proving of bene- 
fit to contractors and craftsmen in 
the building trades, since a large 
proportion of home handymen find 
they must call in professionals for 
some part of their remodeling proj- 
ects. And if it weren’t for the cur- 
rent do-it-yourself trend, many of 
these projects would never have 
been undertaken in the first place.” 


“Mastic Paint” 
Brings Warnings 


Better Business Bureaus across 
the country are warning against 
so-called ‘‘mastic’”’ paint jobs. 

It is said that home owners are 
frequently being high-pressured in- 
to signing a contract for these 
“mastic” (sometimes called “plas- 
tic’) paint jobs at extravagant 
prices and that too often the 
“guarantees” of from 10 to 20 
years are not worth the paper they 
are written on. 

The Forest Products Laboratory 


of the U.S. Department of Agricul- 
ture reports that as the thickness 
of the paint covering increases, 
both the paint and the wood under- 
neath are subject to more deterior- 
ation. 

The Better Business Bureaus 
have received complaints of ‘“mas- 
tic’ jobs cracking within three or 
four weeks after application. The 
conclusion is reached that some 
“mastic” paints are good if prop- 
erly applied under pressure, “but 
there has not yet been enough ex- 
perience to know how long they 
will actually last.” 


Dealers Sign Pact 


Not to Fix Prices 


Just last week in Cleveland, an 
agreement not to conspire to fix 
prices was signed by 42 building 
supply dealers. This agreement, 
filed with Attorney General Brown- 
ell, ended a suit filed in 1949 which 
charged a price-fixing conspiracy. 

The’ agreement enjoins them 
from fostering or contributing to 
any publication which purports to 
set forth any average or approxi- 
mate prices, pricing systems or 
discounts. 

They are further enjoined from 
communicating to any other dealer 
or trade association their prices in 
advance of general publication to 
their customers. 


Plastic in Roofing 
To Cut Fire Hazard 


To cut fire losses such as re- 
sulted from the conflagration at 
General Motors Corporation’s Li- 
vonia plant, Lexsuco, Inc., Cleve- 
land is now offering a fire-resis- 
tant roofing material. 

Heart of the material is a spe- 
cially designed vinyl plastic sheet, 
which it is said puts a stop to the 
dripping of inflammable asphalt or 
tar, gets rid of all combustible 
material between the roof deck and 
the insulation and even improves 
roof rigidity. 

The plastic sheet, sandwiched in 
between the steel deck of the roof 
and the insulation, is fire-retardant 
and was developed for its job by 
B. F. Goodrich Co. 

In test demonstrations in which 
a regular roof and one using the 
plastic were both burned, the con- 
ventional type buckled in eight 
minutes and built up temperatures 
of 1,700 degrees Fahrenheit. The 
flames succeeded in buckling the 
roof of the plastic only slightly 
and produced temperatures of only 
1,190 degrees. 
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Marlite Plank and Block 
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EXCLUSIVE TONGUE AND GROOVE JOINT ELIMINATES MOULDINGS AND ADHESIVE 


Yes, it’s easy to sell new Marlite Plank and Block! You offer your customers 
new ease of installation, new beauty, new economy—and the same high quality 
for which Marlite has always been famous. 
Easy installation. The exclusive new tongue and groove joint fastened with concealed 
nails or clips makes installation simple in any room, for carpenter or homeowner. 


Handy carry-out sizes.-Planks are 16” x 8’, Blocks are 16” square. 
In cartons for convenient handling. 


Beautiful new colors. The outstanding new line of ten new “companion colors” 
styled by Raymond Loewy Associates is sure to please every customer. 
Available, too, in four wood patterns. 


Baked Marlite finish. Marlite Planks and Blocks have the same durable, easy-to-clean 
Marlite finish used on all other Marlite panels. 


See your Marlite salesman or write today for complete information 

on these new Marlite products. A sales-making program is already under way 
for Marlite dealers, providing effective new sales aids—backing you with an 
intensive advertising program reaching your Marlite prospects. Marsh Wall 
Products, Inc., Dept. 1141, Dover, Ohio. Subsidiary of Masonite Corporation. 
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American Legion 
Orders VA Loan Study 


At its St. Louis convention re- 
cently, the American Legion took 
note of growing complaints of rules 
and red tape imposed on VA mort- 
gage lending. It ordered its na- 
tional commander to call a meeting 
betwen builders, lenders and the 
VA loan guaranty division headed 
by T. B. “Bert” King “to study 
practical methods for simplifying 
and expediting” GI loans. A res- 
olution noted “increasing reports 
from veterans, lenders and builders 
that the complexity of VA regu- 
lations has become a major deter- 
rent to the program.” 


Just before the Legion met, 
VA's Bert King had promulgated 
another rule so_ stringent that 
many a mortgage expert privately 
questioned its legality. He banned 
finders’ fees. It is because his of- 
fice is the fountainhead of such 
edicts that no small number of in- 
fluential builders and lenders have 
said privately they wish LEisen- 
hower’s new VA chief, Harvey 
Higley, would replace King. But 
affable Bert King is protected by 
civil service. 

On VA interest rates, the Legion 
took a stand at odds with that of 
the Veterans of Foreign Wars, who 
adopted a resolution in August 
condemning the hike in interest to 
4.4%. The Legion, with men who 
understand housing in control of 
the machinery of its economic com- 
mittee, rejected two resolutions 
sponsored by the West Virginia 
and Rhode Island departments 
calling for a return to 4% rates 
(as well as rejecting a District of 
Columbia resolution endorsing pub- 
lic housing). Adopted was an al- 
ternate resolution urging local Le- 
gion leaders to “sell’’ hometown 
lenders on investing in GI mort- 
gages. 


Builders Advised 
To Reduce Profits 


Charles R. Diebold, president of 
the Western Savings Bank of Buf- 
falo, N. Y., told the Mortgage 
Bankers Association of America at 
their convention in Miami Beach 
that builders are going to have to 
“sharpen their pencils on costs 
and revise their margins of profit.” 

As for availability of lending 
money for home mortgages, Mr. 
Diebold said, “in my opinion the 
corner has been turned, but I be- 
lieve we are in an era when the 
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buyer is going to shop around, in- 
stead of grabbing anything offered 
to him. That applies to mortgages 
as well as to automobiles, ice boxes 
or what have you.” 

He said “a few builders, to put 
it bluntly, have gotten away with 
a lot of both profits and costs dur- 
ing recent years and now they are 
squawking because they can not 
get financing on the same old 
basis.” 


Exterior Repair 
Tops in Remodeling 


What kind of home repairs do 
owners most often borrow money 
for? Home Federal Savings and 
Loan Association of Chicago, with 
the nation’s largest savings and 
loan portfolio for home improve- 
ments, found this breakdown 
among 26,500 advances: 

34% for exterior repairs and 

face lifting. 

21% to replace heating equip- 

ment. 

17° for interior modernization, 

such as new kitchens, bath- 
rooms, recreation rooms. 


14% for adding a basement or 
attic apartment. 


9° for insulation. 
5°% for plumbing. 





“Store of Tomorrow—Today!” 


Compare your store and yard with 
the ideal store and yard of the future. 
Look for the fascinating article, 
“Store and Yard of Tomorrow — 
Teday,” an exclusive feature of our 
big, exciting 80th Anniversary issue, 
December 14. 

This article, written by an experi- 
enced dealer, will be illustrated with 
pertinent drawings of the store ex- 
terior, interior and yard. You'll get 
plenty of new ideas on store display 
and storage from this special article. 
Watch for it—another valuable fea- 
ture of American Lumberman’s 80th 
Anniversary Issue, December 14. 


1954 CONVENTION DATES 


Janua 

11-12-13, Kentucky, Louisville, Brown 
Hote} 

12-13-14, Northwestern, Minneapolis, 
Auditorium 

17-21, National Association of Home 
Builders, Chicago, Conrad Hilton 
and Sherman Hotels 

19-20-21, Ohio, Cleveland, Public Au- 
ditorium. 

25-27, Northeastern, New York City, 
Statler Hotel 

25-26-27, Western Retail, Spokane, 
Wash., Davenport Hotel 

27-29, Southwestern, Kansas City, 
Mo., Municipal Auditorium 


February 

2-3-4, Michigan, Grand Rapids, Mich., 
Pantlind Hotel and Civic Auditorium 
3-4, Western Pennsylvania, Pitts- 
burgh, Wm. Penn Hotel 

3-4-5, Middle Atlantic, Atlantic City, 
Chalfonte-Haddon Hotel 

9-10-11, Illinois, Chicago, Hotel Sher- 
man 

10-11-12, Mountain States, 
Shirley-Savoy Hotel 
16-17-18, Wisconsin, Milwaukee, Au- 
ditorium 

17-18-19, Virginia, Old Point Comfort 
(no exhibits) 

22-23, West Virginia, Charleston. 
W.Va., Daniel Boone Hotel 

24-25-26, Nebraska, Omaha, City Au- 
ditorium 


March 

2-3, North Dakota, Fargo, City Au- 
ditorium 

2-3-4, Indiana, 
Temple 

4-6, Intermountain, Salt Lake City, 
10-11-12, Iowa, Des Moines, Exhibit 
Bldg. 

16-17-18, Carolina, 
rangements pending 
17-18, Louisiana, New Orleans, Jung 
Hotel 

17-18-19, Independent Retail Associa- 
tion, Minneapolis, St. Paul Auditor- 
ium 

24-25, South Dakota, 
Coliseum 

24-25-26, New Jersey, Atlantie City, 
N.J.. Hotel Claridge (No exhibits) 
25-26-27, Tennessee, Memphis, Audi- 
torium (no exhibits) 

April 

5-6, Mississippi, Biloxi, Buena Vista 
Hotel 

8-9-10, Florida, Jacksonville, George 
Washington Hotel (no exhibits) 
11-12-13, Texas, Fort Worth, Will 
Rogers Coliseum. 

20-21-22, Sovthern California, Los 
Angeles, Statler Hotel 

21-22, Kansas, Salina, Lamer Hotel 
(no exhibits) 
22-23-24. Arizona, 
San Marcos Hotel 
23-24, Northern California, Yosemite 
National Park, Ahwahnee Hotel (no 
exhibits) 


All conventions have exhibits unless 
noted in the listing 


Denver, 


Indianapolis, Murat 


Charlotte, ar- 


Sioux Falls, 


Chandler, Ariz., 


November 30, 1953, AMERICAN LUMBERMAN @ 

















Check your 

favorite 

superlative..; whichever you pick, 
that’s the right word for 


next Spring’s promotion 
on eee 


pp + fet ant 
Bas? 


aan 


— matia 


TENSION SCREENS . 


It’s the most powerful advertising cam- 
paign ever put behind a window screen. . . 
it’s designed to give you more sales and 
profits on Columbia-matics—the nation’s 
finest tension screens. 

34,600,000 consumer messages— full 
pages and half-pages—in Life, Better 
Homes & Gardens, American Home and 
Sunset—right through the Spring months. 


Month-after-month advertising in top 
architectural and building magazines... 
building business for you.* 


a Don't sign until you get all the facts on 
PLOS the most & y g 


We Columbia-matics for Spring. 
complete merchandising and — 


point-of-sale support ever 
shi screen ! . ‘ 
put behind a window screen! Columbia Mills. 


Self-demonstrating dis- MAIL ‘ Dept. M11, Syracuse 2, N. Y 


play model, counter cards, Please send complete details on Columbia-matic Tension 


consumer folders, envelope THE COUPON Screens, and the big program for Spring. 


stuffers, window streamers, 


radio and TV announce- Now Name... 


ments, newspaper mats, pub- 


| 
| Company 
licity releases, etc, | 
| 
| 
' 


City 





ZONnt deans State 
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WEATHER STRIP —*% 


_ for Windows and Doors 


Tn 
—_ 


Packaged for all standard 28", 
30”, 32” and 36” double hung 
windows, complete with nails 
and instructions. Quickly and 
easily installed by anyone. Makes 
a complete weather-tight seal. 


Numetal Weather Strip comes in 
handy sets for almost all standard 
doors. Available in stainless steel 
and felt door bottom strip—or with 
threshold and exposed hook. Sets 
come complete, ready for easy in- 
stallation. 


MACKLANBURG-DUNCAN CO. 


\ 
OKLAHOMA CITY, OKLAHOMA 





dependable... 
~ Macklanburg-Duncan products! 


——_$_ A A TS Ae cS 
— << ce sey 
— a eS ee 
es 
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— 
~~ 
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Wua-GARD Automatic 
DOOR BOTTOM & DRAFT ELIMINATOR 


The perfect answer to drafty doors—inside or outside. 
Nu-GARD is beautiful with smart, silvery-satin finish— 
and easily installed, too. Packed in individual cartons in 
lengths 28”, 32”, 36”, 42” and 48”. May be shortened 
approximately 2”. Year-round value stops draft-loss of 
heating or air conditioning. 








| 


— ¢£ DOWN 


automatically snugly when 
when door opens door closes, felt 
felt bottom . bottom hugs 
7 ; 
raises to clear floor to seal out 
carpet, — drafts. 


—Vi-WAY wearer step 


Easiest in the world to put on. Carton contains one 
18-ft. roll, with nails and instructions for easy in 
stalling. Made of moth-proof, pre-shrunk colorfast 
wool felt and white metal. Works perfectly on most 
any type window, storm sash or door. 

















CALKING SPEED LOAD 
COMPOUND 


The “standard of quali- The world's best calking 
ty"’ in the calking field, compound in a ready- 
available in Y-pint, for-action load. WNon- 


pint, quart, gallon, staining, always pliable, 
5-gallon cans. Also in smooth even flow. 
7 55-gallon drums. 
Gr! 4 cs 


Liki Mahe yes 
PT LAT PRL STIS oo a 
Fe Nau-Glaze _Siszixe Nu Phalt 
Vamnetal COMPOUND PLASTIC ASPHALT 
“<I = Use Nu-Glaze instead 


~ oe of putty —it's not oily, CEMENT 
DOOR BOTTOM STRIPS Nj/- (laze needs no working up, Used for sticking down 


will not dry out, harden, shingles, setting loose 
crack or peel. Packed floor tiles and dozens of 
in cans—VY2-pint, pint, other jobs! Comes in han- 


Thick wool felt and heavy 5 
: a r 
jauge brass, alacrome or stain Tine COME 


less steel—in lengths 28”, 30”, qvart, 5 pounds; and in dy load form or in 2% 
32”, 36”, 42” and 48”. Packed drums from 50 pounds ib., 10 Ib., 50 Ib., and 


6 of same length per carton. to 880 pounds 55 gal. containers. 


__ BUILDERS DEALERS — 
Ook to Macklanburg-Duncan —_ Order now! Your order will be 


. it is re 
lity—always ies some day A a 
of all Hardware, i , kienburg-© 


and ‘la; Hers, nation- 
Dealers! Building Supply products ore fast s¢ - 


ally advertised. 





* flat button tips 


FLAT BUTTON TIPS ARE NOW STANDARD on ail Stanley Hinges . . . at no 
extra cost. Ball Tip Hinges continue to be available by adding “BT” after 


class number and size (as 241F —3' x 3% —BT). 
i ee 


' aa Stills. ; 


The hole in bottom tip 


for easy pin removal 


is exclusive with Stanley 








STANLEY | (stantey) 


TOOLS it 
HARDWARE coum SunAneND 
STEEL 


THE STANLEY WORKS © NEW BRITAIN, CONNECTICUT 


“THE MOST FAMOUS DOORS IN THE WORLD SWING ON STANLEY HINGES” 
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Report from 


Washington, November 28 


This could be the right time to 
take a few more looks at housing 
finance, consumer credit and such. 

First, here’s a pleasant picture: 
the Mortgage Bankers Association 
of America says mortgage delin- 
quencies throughout the country 
are few and far between. The 
committee that made the study 
describes these lapses as phenom- 
enally low in number; and the sur- 
vey, incidentally, covered 70% of 
all the mortgages handled by the 
big association. 

Of all the GI borrowers that 
were checked over, less than one- 
half of one per cent were two 
months back in their payments; 
and less than one-fifth of one per 
cent were as much as thr¢e months 
in arrears. Borrowers on FHA in- 
sured loans had an even smaller 
delinquency record; so also did 
borrowers on conventional mort- 
gages. This, according to President 
Whatley of the association, is one 
of the best of all records in the 
credit field; reflecting the sound 
conception of the modern amor- 
tized loan. 


The Credit Picture 


Consumer credit has been doing 
some odd and interesting things. 
For a certain period, beginning pos- 
sibly in 1950 and continuing until 
about midsummer of this year, 
John and Jane Citizen have caused 
agitation by getting themselves 
rapidly and enthusiastically into 
debt. 

Here are some special figures 
covering the first nine months of 
this year: At the end of the peri- 
od, according to the New York 
Times, the automobile credit out- 
standing for new and used cars 
amounted to $10.1 billion. The re- 
tail value of new cars sold during 
those nine months was $9.6 bil- 
lion. It’s the first time, so far as 
we know, that the retail value of 
new cars and the outstanding 
credit on all cars, new and old, ever 
stood in that relationship. 

The Federal Reserve Board re- 
ported consumer credits, as of Sep- 
tember 30, at $27.5 billion. That’s 
in round numbers; and it’s also 
tops, up to now. However, note 
that in one month, near the close 
of 1952, the national account got 
increased by $1.2 billion; while in 
September, this year, it took on 
added structure only to the extent 





of $154,000,000. It’s going up; but 
it’s also slowing down. 

Most specialists think that on a 
statistical basis the present amount 
of consumer credit isn’t dangerous- 
ly high. These experts get into 
complications when they try to set 
an exact credit peril point. For in- 
stance, a high-income wage-earn- 
ing group is likely to spend more 
than it earns; and if too much 
credit gets centered in that or sim- 
ilar groups it isn’t so good. 


Too Much Credit? 


But it seems that from the be- 
ginning of installment credit fti- 
nancing, these loans have set a 
very high repayment record. The 
Department of Commerce has been 
quoted as saying, “Consumer credit 
was a safer investment in 1933 
than cash in banks. Experience 
has shown that consumer indebt- 
edness is one of the best invest- 
ments; and sales finance compan- 
ies, personal finance companies and 
industrial banks are among the 
preferred accounts of commercial 
banks.” 

Of the $27.5 billion dollars out- 
standing in national consumer 
credits, $1.5 billion is in loans made 
to finance home improvements; 
and no finance people seem to think 
these loans are ever a hazard either 
to Uncle Sam or to his money-traf- 
ficking nephews. 


Needs Promotion 


But here's one for the book. At 
present the customers in general 
are not coming around to the lend- 
ing agencies in the plenary and un- 
jiggered manner of last spring. Va- 
rious explanations; some of which 
don’t make so many sales. Early 
in the year, when John and Jane 
and their corporation cousins and 
the neighboring local governments 
were wading into debt like Junior 
into a five-decker san’wich, the 
Federal Reserve got worked up 
over inflation; threw the slow sig- 
nal into the borrowers’ faces. It 
reduced the money supply, and 
screwed down on the credit valves. 
Seemed to work; for, as you know, 
interest rates went up and borrow- 
ings went down. 

The Federal engineers were a 
little startled; presently got un- 
easy about deflation; decided may- 
be they’d better open the cocks a 
little. If screwing them down ended 
inflation, then screwing them up 
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WASHINGTON 


ought to do something about de- 
audi, So thats What they did; 
and tnen came une real surprise. 
swothing seemed to happen, Appil- 
cauons tor ioans went on qaimin- 
ishing, aespite .essenea borrowing 
costs. JONn and Jane are not omy 
puylng less on credit, tney re even 
paylny Olt earuier Ovlugations ahead 
oO. convract dates, 

Not that simpie, of course; and 
not a complete reversai. ‘Lhe tact 
that in quice a tew places the mon- 
ey lenders are sweet-taiking bor- 
rowers doesn’t mean that bankers 
are waiting on every builder's door- 
step, with paies of the needful that 
they want to loan him on _ those 
new houses he wants to build. bur 
there is more ioan money, country- 
wide, on slightiy easier terms. 


No Simple Explanation 


No smart person tries to come 
up with a singie-shot explanation 
or this change-around. In fact 
there couldn’t be one answer that 
would account for the behavior ox 
more than fifty million family pur- 
chasing agents and their decisions 
about tamily credit management. 

Of course, Federal controls over 
the supply of money have their et- 
fects, especially on the negative 
side. But it’s not so certain that, 
once they've checked inflation, the 
Federals can turn it on again; just 
enough, you know, to ioosen up 
loans. Two sides to this loaning 
business; the available money, and 
the willing borrower. Of course, 
advertising helps; so dces sales- 
manship and customer service. No 
dealer is smart who doesn’t use 
them to the top of his ability. But 
there’s always that hard, individ- 
ualistic core of the family’s own 
credit management. 


We're getting a demonstration. 
John and Jane seem to have decid- 
ed that this isn’t a good time to 
take on a lot of extra installment 
purchases. Don’t get them wrong. 
They'll weigh in with quite a lot 
of Christmas buying. But in gen- 
eral they’re saving money. Ask 
any savings bank; any building 
and loan. Why are they doing it? 
Does anyone know a_6 single 
answer ? 


One factor of this probably brief 
and surely unexpected affair is the 
reminder that John and Jane are 
people, and not machines operated 
from control panels. That’s worth 
learning over again. 
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TRUSCON WAREHOUSE SERVICE 


KEEPS BUILDING PRODUCTS ROLLING 


TO DEALERS...TO CUSTOMERS’ JOBSITES 











SELF-SENTERING® LATH 


Truscon helps dealers sell! One 
reason is the Truscon network of warehouse 
supply points in strategic cities all over the 
nation. They're there to speed local deliveries 
of Truscon’s unmatched line of Steel Build- 
ing Products. 


This is a delivery service you measure with a 
watch, not with a calendar. It recognizes that 
“on order” materials can’t get buildings up... 
that factory delivery delays often waste time, 
waste money and may lose customers for you. 

That's why twenty-three 

well-located Truscon 








INDUSTRIAL 
STEEL DOORS 





warehouses stock the Truscon products your 
customers want... ready to roll out over the 
highways to you or to be delivered direct to 
your customer’s building site. 


It's another example of Truscon’s dealer- 
minded sales policies. It’s typical of the way 
Truscon helps you sell the finest Steel Build- 
ing Products . and sell them at the time 
they are needed. 


Now is the time for you to get the complete 
Truscon story. Your letter or wire will bring 
a complete list and description of all Truscon 
Building Products by return mail. Write or 
wire today. 


TRUSCON STEEL DIVISION 


REPUBLIC STEEL CORPORATION 


PRODUCTS 
TRUSCON’ 


a name you can build on 


(To obtain more data on advertised products see page 51) AY 


1058 ALBERT STREET > YOUNGSTOWN 1, OHIO 
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EDITORIAL 


BILL MORGAN'S BIG IDEA 





RESULTS THROUGH 
OTHERS 


The asset which towers above 
all others in business is not 
money, not buildings, not land, but 
men. Men inspired by confidence 
in one another. Men who see their 
own success in the success of their 
business associates. Men who are 
not working for one another, but 
with one another. 

Money is not, and never can be, 
the one principal object of our 
business. We place the greatest 
stress and give the foremost place 
to the training of men and the 
giving of service. This is the busi- 
ness insurance of producing pro- 
ducers. The essential duty of the 
manager is clear. He becomes a 
manager not alone because he 
gives evidence that we can trust 
him to conduct the affairs of a 
store, but, beyond that, because 
he has proved to us that he can 
build another man to take his 
place. Once a business is wise 
enough to do this, the financial 
income of that business is assured 


—from Norman Beasley's “Main 
Street Merchant” (J. C. Penney) 
UcGraw-Hill Book Ceo., Inc 
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Out in the wide open spaces 
in the state of Oklahoma there's 
a hard working and forward 
thinking manager of a dealer 
association by the name of Bill 
Morgan. 

Bill’s newest idea is that there 
is an important place for women 
in the sales forces of the mod- 
ern retail lumber store. Women 
shoppers in dealer stores have 
doubled in the past three years 
and the traffic is still growing 
by leaps and bounds. 

Women as customers present 
a different sales service problem 
than men—they shop painstak- 
ingly, are inclined to “look” 
more and longer. They ask lots 
of questions, have less knowl- 
edge of technical terms and re- 
quire more of a sales person's 
time per unit and dollar value of 
sales. 

Dealers who employ male 
sales help find themselves today 
competing for man-power with 
automobile dealers, real estate 
firms, specialty selling houses 
and kindred businesses. 

In employing women, the deal- 
er will compete essentially with 
department and variety stores. 
The average starting and train- 
ing period wage for saleswomen 
will therefore be less than that 
of salesmen in lumber yards. 


It is not thought to eliminate 
male sales persons. 

Salesmen will always be need- 
ed for contractors, industrial 
and farm sales as well as the 
larger packages of light con- 
struction. Trained saleswomen, 
however, can probably sell such 


items as kitchen and bathroom 
remodeling, interior decorating, 
other minor improvements, out- 
door living items and the full 
line of impulse and counter mer- 
chandise—-fully as competently 
as a man! 

Here #s a new and exciting 
career for women as well as a 
possible solution of a serious 
economic problem for dealers. 

Furthermore, the average yard 
already has one or more women 
employes today. Women sten- 
ographers, bookkeepers, file 
clerks, etc., can be trained to 
become effective sales persons 
during peak traffic hours. Later 
when they become fully trained 
many will become valuable, full- 
time sales people. 

Then, other women may be 
employed as office workers and 
the cycle repeated. 


Bill not only has a great idea 
but he’s doing something about 
it. 

Next January, with the co- 
operation of the University of 
Oklahoma, Bill is running a 
three-day sales training course 
for women employes of Okla- 
homa yards. Instructors will be 
men and women from the build- 
ing industry as well as men and 
women instructors in the Uni- 
versity. 

Our industry should watch 
this development with keen in- 
terest. It may be that a solution 
of the profit-and-service, man- 
power-and-price, bottleneck re- 
lated to the small unit buyer, is 
on the way to being solved. 

Reader comment is invited. 
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ADDITIONAL FLOODLIGHTS concealed in shrubs help illumi- 


nate the showroom of the Hobart (Ind.) Lumber Co. when it is 
open Friday evenings 


Dealers who stay open nights tell you what 
these added hours mean in additional sales; how 
they solve their operational problems. 


YOUNG COUPLES SHOP in the outdoor area 
reserved for lawn furniture at Gee Lumber and 
Coal Co., Chicago. 


Evening Shopping Hours Please Family Customers 








How to Get After-Dark Business 


Study your community’s night-buying habits, 
then pick the right night to stay open if you 
are near a shopping area, 

Tie-in a statement of your evening hours with 
your firm signature so it will appear auto- 
matically in all your newspaper ads. 

Mention evening hours in all direct mail pieces 
and billings. 

Advertise a consumer item that is specially 
priced for evening trade. 

Keep store and parking areas well lighted— 
using a few extra flood lights on the evenings 
you are open. 

Appeal to the family to come in as a unit to 
shop for that new home or kitchen. 

Appeal to the children accompanied by parents 
with token gifts, a comic-book table, outdoor 
gym, ete. 

Conduct demonstrations of power tools, paint- 
ing, tile laying, etc. 

Schedule do-it-yourself classes to show custo- 
mers how to build items ranging from a kitchen 
step-tool to a garage. 

Offer pre-cut kits (ready to assemble and fin- 
ish) for dog houses, coffee tables, book shelves, 
picture frames, storage chests, lawn furniture, 
work benches, etc. 

Promote a “ladies only night” with appropriate 
door prizes, demonstrations and discussions. 
Watch what consumers purchase at night and 
push the good items with adequate displays 
and advertising. 








Shopping at night definitely is a part of today’s 
mode of living. Retail lumber dealers along with 
other retailers are learning that evening business 
hours can be a good way to increase homeowner and 
do-it-yourself sales. 

The following case histories of five representative 
dealers contain vital information on suggested even- 
ings to stay open; advertising methods; ways to at- 
tract customers; personnel and overhead problems 
and overall results. 

“In choosing a night or nights to remain open, a 
dealer should study his community to determine 
evening shopping habits,” says W. H. Nicholas, man- 
ager of the Hobart (Ind.) Lumber Co. “For about a 
year, we have maintained hours until 9 p.m. each 
Friday. We chose this day because in our small town 
(pop. 10,000) virtually all retail establishments are 
open on Fridays.” 

Nicholas pointed out that his Friday evening hours 
conflict with high school football and basketball games 
in the fall and winter seasons, but these events have 
not affected evening trade. 


A Convenience Service 

“To be frank,” said Nicholas, “our sales increase 
because of our evening hours has been slight. Never- 
theless, we are successfully accomplishing what we 
set out to do—extending to our customers an addi- 
tional convenience service. We started to stay open 
evenings since many of our homeowner customers, 
because of their davtime jobs, were unable to shop 
here during the davtime. 

“Now,” he continued. “husbands and wives can 
come into our store together Friday evenings and, in 
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DO-IT-YOURSELF CUSTOMER hoists his plywood 





at Gee’s 









a relaxed atmosphere, plan for that new home or 
remodeling job. Also, our showroom is often a gath- 
ering place for husbands whose wives are shopping in 
town. This often leads to sales that we might not get 
otherwise. This is an excellent time for visits from 
Jo-it-yourself customers, who know that we can spend 
ime to help them with their individual projects.” 

The Hobart firm sent out 2,000 letters announcing 
their evening opening. A rubber stamp is used to 
print “open until 9 p.m. Fridays” on every statement. 
Weekly newspaper display ads consistently mention 
evening hours. 

Personnel Problem Solved 


“Our personnel problem was easily solved, added 
Nicholas. ‘‘We do not open our yard on Friday even- 
ings nor do we deliver. We need only two men in 
the store—the manager and one salesman. Our three 
salesmen alternate on Friday nights. The man who 
works on an evening takes the afternoon off to make 
up for it. Therefore, there is no need for extra com- 
pensation. 

“Actually,” he concludes, ‘our only overhead cost 
for remaining open at night is electricity.” 

The Gee Lumber and Coal Co.. Chicago, which op- 
erates one of the largest retail building materials 
stores in the nation, has maintained evening hours 
until 9 p.m. on Mondays and Thursdavs for eight 
vears. Gee officials say, “About 60% to 70% of our 
total business is with the consumer trade. And. a 
substantial percentage of our business is transacted 
during our evening store hours.” 

Gee has 60 salesmen, whe wait on from 1.000 to 
1,500 customers during night hours. Located on a 
busy thoroughfare. the brilliantly-lighted showroom 
attracts motorists by the hundreds. Plenty of parking 
space is available. 

Gee runs a full-page advertisement in the Chicago 
Tribune neighborhood edition once a week which calls 
attention to the evening hours. The ads announce 
demonstrations of power tools and how-to-do-it shows 
which have a wide appeal to homeowners and hobby- 
ists. 












Play Area for Children 
A fenced-in area in front of the store contains 
swings, slides and climbing-bars for the amusement 
of children while their parents are shopping. The 
whole family is made welcome, creating a pleasant 
atmosphere in which to shop. 
Firm officials say, ‘Our general building materials 
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onto his car-top carrier after a successful evening ing 






FOLDING DOORS interest this evening shopper, who is build- 
his own home. He orders his materials on Friday night 
for delivery Saturday morning. 





MOM, POP AND THE KIDS ean shop as a unit only dur- 


ing evening business hours. 





Advertises Night Specials 


A well-advertised Wednesday-night special con- 
tributes to making the four hours from 5 to 9 the 
most profitable sales hours of the week for an 
eastern dealer. 

Recently the firm’s newspaper advertising bally- 
hooed a packaged lawn-chair kit specially priced 
for evening customers. Result: They sold 1,100 kits. 

This deaier says, “Our Wednesday night specials 
turn people into customers, who become acquainted 
with our merchandise and personnel. 











business is steady at night all year ’round except for 
two weeks before Christmas and two weeks after. 
The increased sales in our gift and toy departments 
offsets the seasonal slump in general merchandise. 
“A distinct advantage of our evening hours,” they 
say, “is the fact that the experience helps us to do a 
better merchandising job in the future. We see a won- 
derful cross-section of consumer customers. We learn 
by watching what type of displays interest people, 
what kind of demonstrations they like most and what 
they ask for and what they buy.” 
Here is how Gee handles the employe problems 
(continued on page 66) 
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“OPEN SEVEN DAYS A WEEK” says the sign on the front of the Redwood Empire Lumber and Supply Company’s 


building 


Week-end hours helped boost the firm’s consumer sales from $250 to $7,500 per month in three years. 


Week-End Hours Capture Consumer Trade 


Here’s how three dealers are chalking up do-it- 
yourself profits by promoting Saturday and Sunday business. 


Saturday afternoon and limited 
hours on Sunday are being ob- 
served by some dealers in an all- 
out effort to gain their share of 
the nation’s $314 billion do-it-your- 
self market. 

R. M. Davis, president, and How- 
ard D’Allen, manager of the Lake 
wood Lumber Co., Atlanta, Ga., 
say their yard has remained open 
for business on Saturday after- 
noons for six years. 

“These extra business hours 
have increased our Saturday vol- 
ume four times over what it was 
when we were open only on Satur- 
day mornings,” says Davis. “Our 
operation is not large—we operate 
only two delivery trucks. Never- 
theless, our extra Saturday after- 
noon hours mean an extra $20,000 
to $25,000 per year in volume.” 

“About 90% of our Saturday 
trade is with homeowners and do- 
it - yourself customers,” D’Allen 
added. “Naturally, we are con- 
stantly ready to help these custo- 
mers choose materials and advise 
them on their projects. We finance 
both new construction and remod- 
eling.” 

Deliveries on Saturday 

The Lakewood firm will deliver 
until 5 p.m. on Saturdays. The 
executives feel this service has 
definitely helped their Saturday 
volume. “It’s hard to keep up with 
deliveries on Saturdays,” says Da- 
vis, “and we will soon have to add 
another truck.” 

The company promotes do-it- 
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yourself trade with direct mail 
pieces which spotlight the all-day 
Saturday hours and free delivery 
service. Direct mail pieces are sent 
to all building permit hoiders 
which are listed in the local news- 
paper each day. 

“Saturdays are our most impor- 
tant business days because of the 
added store traffic,” says Davis, 
“so all of our employes work every 
Saturday. We have a 48-hour week 
here and we always manage to give 
employes time off on slack week- 
day afternoons.” 

The volume of the consumer 
purchases at the Redwood Empire 
Lumber and Supply Co., Green- 
brae, Calif., went from $250 to 
$7,500 per month in less than 
three years. To service this grow- 
ing trade, the firm is open all dav 
Saturday and on Sunday mornings. 


Offers Expert Advice 


“Our motto,” says George A. 
Bertram, owner, “is ‘Everything 
for the Week-End Builder.’ By 
this we mean not only materials— 
but more important — expert ad- 
vice. We believe that it is essential 
for the retail lumberman to mer- 
chandise right along with the auto- 
mobile and TV dealers.” 

About 95% of the firm’s total 
business is with the consumer 
trade. The big volume of this trade 
occurs during the week-end hours 

mostly in the form of $5 to $10 
purchases. 

The company runs a full, single- 


OPEN 7 DAYS A WEEK 


aims SPECIAL BUSI- 


Mia eeiag NESS HOURS 
are emphasized 
COMPANY in each ad run 
GREENBRAE by this Califor- 

8 am.-6 pm. GL. 3-5035 nia dealer. 


OPEN 7 DAYS A-WEEK 


column display advertisement in 
the local newspaper each Friday. 
Aimed at the do-it-yourself custo- 
mer, the ads utilize the American 
Lumberman’s ADservice mats. 
Bertram says that three weeks af- 
ter this advertising program began, 
week-end business tripled. 

One of the features of the ads 
is a week-end special—which may 
range from garden hose to odd 
cuts of plywood and dimension. 
Bertram keeps an accurate check 
on wholesalers and manufacturers 
in the area, buys up quantities of 
these special items so he can offer 
them to his customers at bargain 
prices. 

“We have learned that in the 
long run,” he says, “people will 
buy service before they buy price. 
Our week-end salesmen are chosen 
because of their special knowledge 
and ability to help do-it-yourself 
customers and hobbyists.” 


Pays Union Wages 


For the increased week-end 
trade, the firm uses from two to 
four extra salesmen. These men 
are paid union wages — time and 
one-half for Saturdays and double- 
time for Sundays. “This raises our 
overhead considerably,” says Ber- 

(continued on page 58) 
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REPORTS OKLAHOMA CHI-NAMEL DEALER 


; Bill Brock, manager 


; Brookside Lumber & Supply Co., Tulsa, Oklahoma 






Here are 17 WAYS Chi-Namel 


helps dealers get customers: 















@ Color Planning Studio 

@ Architects’ and Contractors’ 
> promotions 

I @ Painters’ promotions 

' @ Industrial promotion 

@ School Board promotion 

@ Farm promotion 

@ Newspaper ads 

@ Radio announcements 























“Chi-Namel gives us the ‘third-dimensional’ touch 
which has increased our sales and profits substantially. 
: By ‘3-D’ we mean DETAILS—three kinds of details 
which make a difference with a paint line when it comes to making money. 
(1) Uniform and consistent quality which makes a one-time customer a 
steady customer. (2) Merchandising and advertising which set the stage 
for increased new business. (3) A complete paint line which offers the 











@ Special Mailings right product for any paint user—home owner, professional painter, 
@ List Mailers maintenance and industrial accounts. The records also prove that 
@ Special product promotion Chi-Namel’s ‘3-D’ touch means Dollars-—Dollars—Dollars!” 

@ House-to-house sales How Much New Business Does Your Paint Line Produce? 


@ Novelty Sales Stimulators 
















Your paint line is probably a good one, but not all customers ask for 

@ Dealer stationery paint by its brand name. The big question is not how well known is 

@ Statement inserts your paint line, but rather how many new customers does it actually 

@ Special sale promotion bring into your store. Testimonials from Chi-Namel dealers everywhere 

@ Special Consumer prove that Chi-Namel’s high quality products, promotions and services 

) promotion bring in many new paint customers . . . customers who buy other mer- 







chandise as well. 


FACTORIES: 
Minneapolis, Minn, 
Fort Wayne, Ind. 
Atlanta, Ga. 







* 
PAINTS CHI-NAMEL PAINT & VARNISH CO. 
















BRANCHES: 
Boston, Mass 
St. Joseph, Mo. 
Oklahoma City, Okla. 











1101 Third St. So., Minneapolis, Minn. 










WRITE FOR THE CHI-NAMEL STORY— Please Send Me The Chi-Namel Story. 





Learn how Chi-Namel is building new paint busi- 


ness for its dealers with advertising that does more Name 
than just sell the idea of painting. It brings cus- 
tomers directly to each Chi-Namei dealer's store. Address__ 
a he 
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IT’S —- O'CLOCK IN THE MORNING and this farmer is loading creosoted poles on his livestock truck in the John- 


until 2 a.m. five nights a week so farmers can load up with building mate- 
rials on their way home from the stock yards 


son Cashway yard Yard remains open 


Special Hours Catch the Farm Trade 


Here’s how dealers located near stock yards make 
sales with unusual hours, special farmer services and the 


right merchandise. 


Some enterprising retail lumber 
yards in agricultural areas are ex- 
tracting handsome profits from late 
night and early morning by stay- 
ing open to sell materials to farm- 
ers and truckers who have come 
to the city to deliver livestock, 
grain and other farm products. 

Here are the details on how two 
dealers, who are heavily engaged 
in this lucrative trade, schedule 
their hours, handle personnel, of- 
fer special farmer services and 
stock the right materials. 

Ray F. Stryker, sales manager 
of the Johnson Cashway Lumber 
Co., Omaha, Neb., says, “We are 
open until 2:00 a.m. five nights a 
week, so truckers who bring live- 
stock to the Omaha market may 
unload their stock and then load 
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up with lumber and building mate- 
rials and return home the same 
night.”’ 

Here are the hours that the firm 
maintains: 

Sunday—4:00 p.m. to 2:00 a.m. 

Monday through Thursday — 

7:00 a.m. to 2:00 a.m. 
Friday and Saturdays — 7:00 
a.m. to 5:00 p.m, 

Stryker emphasized the impor- 
tance of handling a wide range of 
products that appeal to farmers. 
He says, “The livestock truckers 
pick up creosoted posts and poles, 
barb wire, steel fencing, asphalt 
and red cedar shingles, dimension 
lumber and boards for their rough 
farm work. 


“The farmers,” he continued, 


Novembe r 


“will also buy entire package 
buildings—-such as round roofers, 
pole machine sheds, hog houses and 
brooder houses.” 

The Omaha firm promotes their 
unusual farm trade with direct 
mail. Their newest farm folder, 
which lists scores of farm products, 
was mailed to 125,000 rural box 
holders within a 100-mile radius of 
the city. The mailings are sched- 
uled so farmers receive them late 
in the week because the heaviest 
volume of farm trade occurs on 
Sunday and Monday nights. 


Do-it-yourself Trade, Too 


Stryker says, “In addition to 
the livestock truckers, our late 
hours also make this yard a handy 
place for the do-it-yourself custo- 
mers to pick up materials or select 
the merchandise they want deliv- 
ered.” 

The large showroom is equipped 
with mass displays of merchandise 

(continued on page 60) 
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Electric saw with 


Exclusive TRU-GUIDE! 


RETAIL 

Here’s the best answer to the biggest 
share of all sawing problems. This 
powerful saw is light, easy to handle— 
and it saws accurately, It makes just 
about any cut anyone will 
ever want. And its low 
price makes it a real value, 

Motor housing, frame, 
and guard are strong aluminum 
die castings. Fan-cooled motor 
has air guide that blows saw- 
dust away from cutting line. 
Tru-Guide shoe assembly, which is pre- 
set at the factory, gives you an adjust- 
able guide line and level index for 
accurate cut-off and rip sawing. 

Return the coupon for full details on 
this outstanding saw value. In power, 
in price, and in sales potential, it offers 
you an unusually great profit oppor- 
tunity. 




















































Cuts any angle 
90° to 45° 


*Guide line and level index calibrated after 

each saw is assembled. TRU-GUIDE guaran- 

tees right-to-the-line cutting ! 

PORTABLE ELECTRIC TOOLS, INC. 
320 W. 83rd St., Chicago 20, Ill. 


IN CANADA: 
Portable Electric Tools, Ltd. 
425 Birchmount Rd., Toronto 13, Ont. 


eg gis 














ceo of er, ee Big 64-Page 
“ a an 3 ’ Cuts panels, sheathing, © Power Tool Guide! $1 Value... | 
all interior Yours Free With This Coupon! « 


COMBINATION BENCH SAW TABLE “= \ “"™ 


sit 


a ee 
— as a or aD 













and CARRYING CASE > . 7 
Steel carrying case quickly converts into a sturdy saw table. PORTABLE ELECTRIC TOOLS, INC. ; 
Complete with adjustable rip fence, mitre gauge, tool rest, ‘ ' ; y 20. il 
switch lock, and all screws and bolts for mounting. \ ne) Dept. AL-113, 320 W. one St., Chicage 20, Ill ‘ 
Here is an outstanding retail value that gives the customer za Please send full details on new No. 411 
almost unlimited use from the new PET Electric Saw. To é Pet — ag Ny ape pe s 
you, it’s a real related-item money-maker. RETAIL 5 red oar pannel uae of es owe ' 
64-page “Portable Power Tool Guide,”’ retail e 
price $1. Full of helpful hints on use of portable 
tools. b 
Name__ sdustied ‘ 
Address 7 t 
Co £ & 
. topsiae ee ap Le 
SS le for grinding, buff- —~ oJ § y € 
was ing, or polishing. “wey hens eew eee eee eee 
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Steel strapping reduces waste 


Another advantage . 


. . faster turnover. 


What Mechanical Equipment Did for Us 


“It’s practical and profitable for a city yard to 


mechanize,”’ 


By Robert F. McLellan 

~~ vice-president, 

Stembler and Ford, Inc. 
Capitol Heights, Md. 


Following the complete mechanization of our yard, 
we were able to reduce the number of our yardmen 
by one-third and trucks by one-third and increase at 
the same time the handling of lumber and building 
materials 25° in physical volume or tonnage. 

We not only lowered payroll costs with fewer men 
in the yard, but found we were able to give our cus- 
tomers better service at lower prices. We give more 
prompt service and deliver lumber and building ma- 
terials in better condition than when deliveries were 
handled manually. We have been able to pass the 
benefits of lower costs on to our customers in the 
form of better prices. 


More Efficient Operation 


Operating more efficiently and more profitably we 
have gained a one-third increase in sales volume be- 
tween 1947 and the first six months of 1953. 

In 1945 we undertook the mechanization of our 10- 
acre yard to eliminate two costly kinds of competi- 
tion that lumber dealers in a metropolitan area are 
harried with. One is the mill-to-the-job deliveries by 
the “‘vest-pocket” dealer who has no yard, no equip- 
ment nor overhead; the dealer, in other words, who 
serves as a booking agent in getting lumber from mill 
to a construction job. 

We feel that the function of delivery to the job 
site belongs to the lumber retailer, and that it is not 
the function of the mill to take care of a job. It is 
the retailer's job to sell, deliver and service construc- 
tion. We turned, therefore, to package handling of 
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says this Maryland dealer, who has the facts to prove it. 


lumber to remove this competition and bought a strad- 
dle truck, two fork lift trucks, steel strapping equip- 
ment, lumber dump trucks and more recently a mod- 
ern type of tilt-truck, also roller conveyors. 

We now bring all lumber into the yard, stock and 
store it, and load it on our dump trucks for job-site 
delivery by mechanical means. Lowered breakage 
and damaging of lumber has made possible delivering 
lumber in such excellent condition that our “Ford- 
pak” lumber enjoys a wide market as builders buy it 
at a saving of $5 to $6 a thousand board feet. Build- 
ers find that they save much more than that because 
they are spared the costs of labor in handling lumber 
at the construction site. 

We can buy at lower prices from the mill because 
we buy in solid loads of one size. We save the mill 
the time it takes to unload mill trucks by the old 
manual method at the site, and this further lowers 
the price to us. These savings plus the lower final 
cost in handling the lumber mechanically in our yard 
permit us to sell to the builder at a lower price. 

In mechanized package handling, lumber arrives at 
our yard from the mill uniformly graded and sized 
in freight car or trailer loads. The lumber is arranged 
in blocks or packages on the trailer or in the freight 
car. The packages are taken off and stacked or block- 
piled nearby by a fork lift truck. 

Packages that are to be stored deep in the yard 
are picked up at the unloading point by the straddle 
truck and carried to the proper stockpile. There a 
fork lift moves in and lifts the package to the proper 
place. By storing lumber vertically a lot of yard space 
is saved, and the handling of bulky heavy lumber cut 
down. 

Steel Strapping Helps 

To fill a lumber order, the lift truck rolls to the 
proper pile, picks up a block of lumber, drops it down 
for steel strapping. We find that steel strapping keeps 
the lumber from breakage, splintering and splitting, 
thereby reducing waste. After the block pile of lum- 
ber has been bound or packaged, it is then raised and 
wheeled to the delivery truck. 

We use five dump trucks to deliver lumber and 
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Lift raises it to storage position 


building materials to construction sites. No manual 

labor is needed at the site to unload the truck. The 

dump truck gently drops the strapped lumber pack- 

ages onto the ground wherever they are needed. 
Faster Turnover Possible 

A mechanized yard has meant increased turnover 
for us, as we handle orders for large, medium and 
small construction jobs. 

To the contractor, speculative builder and indi- 
vidual home builder our mechanical packaging of lum- 
ber has meant prompter deliveries and in the order 
that lumber is needed for a job. The lumber is in bet- 
ter condition because it is not held up at some spot 
waiting for unloading. It is not exposed to bad 
weather when it has to lie over for a job site to dry 
up. 

These advantages are immediately apparent to a job 
superintendent who in a trailer-to-job bargain process, 
has to take a mixed whole trailer load when he needs 
only the floor joist or some other wood component. 

A contractor’s labor costs are cut because no labor 
is needed on the job to sort or rehandle this lumber 
before carpenters put it to use. Waste and possible 
theft of lumber stored on a job ahead of time are 
eliminated. 

Prices are as low as those given by yards or vest- 
pocket dealers that deliver right from the mill. 

Mills Like Mechanized Yard 

There are definite advantages to the lumber mills 
working with a mechanized yard such as ours: 

1. The mill can run solid loads of the same size 
to a yard operating this way and reduce their oper- 
ating costs. 

2. It gives them a steadier outlet to which to ship 
lumber, in whatever sizes and grades are available at 
the time. 

3. For the mill, it means lower trucking costs 
because the trailers are unloaded faster and with 
less mill-paid labor. 

4. The wear and tear on the mill trucks getting 
in and out of muddy and inaccessible job sites is elim- 
inated. 

We feel that the growth of Stembler and Ford, Inc. 
from a local to a metropolitan operation was largely 
due to the mechanization of our yard. 

Mechanical handling of lumber and building mate- 
rials has made possible better prices and better serv- 
ice to our customers. This is precisely what we had 
hoped for. 

This year we anticipate billing more than 12 million 
board feet of lumber on an average inventory of only 
700,000 feet. 

These facts prove how practical and profitable it 
is for a city yard to mechanize. 
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Straddle carries lumber to stockpile . . . 















No sorting or rehandling on job site 





Don’t Miss This One 


Did you read “One Lift Truck Saves $8,000 Yearly,” in 
the Sep’. 21st issue of American Lumberman? 

This article, written by a Michigan dealer, tells the ad 
vantages of mechanical handling for small yards. 

“| cannot imagine how we operated profitably without 
this equipment,” says John R. Stiles, president, Stiles Lumber 
Co., Inc., Grand Rapids, Mich. 

if you missed it, be sure to look up this helpful article, one 
of a series of authoritative exclusive features on this subject 
in American Lumberman. You'll find it on pages 26-27 of 
the Sept. 21st issue. 











Teaches Hobbyists How to Use Tools 


Connecticut dealer carries on weekly instruction in Regular classes for woodworkers 
. F . and hobbyists are popular for New 
woodworking, besides remodeling clinic for homeowners. Haven, Conn., people who live 
within motoring distance of the 

Woodbridge Builders Supply Co. 

In addition to the weekly Wed- 
nesday night classes, the firm has 
scheduled a do-it-yourself clinic 
which will be held every two weeks 
and which will cover all phases of 
construction. 

Stanley L. Miller, president of 
the company, is a certified indus- 
trial arts instructor. 

“This class was started,” ex- 
plained Miller, ‘to meet the need 
for instruction in the homecrafts.”’ 
The class is intended to familiarize 
homeowners in the proper use of 
power and hand tools. Once they 
learn the proper use of tools, the 
students turn to individual proj- 
ects like furniture and cabinet 
making. 

All phases of home construction 

and modernization will be discussed 
HOBBY CLASS IN WOODWORKING is sponsored weekly by the Woodbridge 2 the every-other-week do - it - 
Builders Supply Co., New Haven, Conn. Morton Miller, left. demontrates the yourself clinics. Miller is assisted 


use of a T-square. Stanley L. Miller, right center, president of the firm, shows in this project by his brother, Mor- 
a hobbyist how to use a jointer. ton. 





“SUPERIOR” Re - Manufacturing 


MARYSVILLE, CALIFORNIA 


Specializing in 

excellent quality dry 

Ponderosa, Sugar Pine, 

White Fir and Douglas Fir 

carefully manufactured, smooth end trimmed 

' ; and WPA graded — Superior Lumber Sales 

] . res Company’s re-manufacturing plant a! Marys- 

Cl] ) LR (] l | l} Vi I} K ville, California is primarily set up for indus- 
Y 


trial shipping, supplying straight carloads 


SHLES CUMPANY 


920 9th ST. * Phone HUdson 4-8216 
SACRAMENTO 14, CALIF. 
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By G. E. Karlen, 


President, West Coast 
Lumbermen’s Association 


Benjamin Franklin must have 
been thinking about the lumber 
industry when he penned that clas- 
sic phrase: “We shall all hang to- 
gether, or assuredly, we shall all 
hang separately.” 

As I look at the gradually 
shrinking markets for lumber and 
the reduction in per-capita con- 
sumption of lumber through the 
past five decades, I am impressed 
by the fact that every: producing 
region in the nation has lost busi- 
ness it once had. 

Lumber is lumber, whether it is 
milled at Natchez, Miss., or Ta- 
coma, Wash. The general public 
makes little distinction between the 
various softwoods and only an ex- 
pert can tell one hardwood stick 
from another. 

It is obvious then, that the 
lumber industry nationally has an 
obligation of single purposeness- 
to sell lumber as such. We have 
got to quit confusing potential lum- 
ber consumers with a lot of mum- 
bo-jumbo trade talk about grades, 
characteristics, species, shapes, 
sizes and condition of moisture. 

Lumber is a good product. It 
comes in many species. It can be 
cut into many shapes for different 
uses. It can be used either kiln 
dried, air dried or as it comes from 
the mill. It can be sold rough, 
planed or patterned. It is one of 
the greatest and most universally 
used building materials. We should 
be proud of it. 


Substitute Materials Gain 

The lumber industry is being 
subjected to a mounting pressure 
from all manner of substitute ma- 
terials striving to get more of the 
construction and home building 
dollar, as D. B. Frampton so ably 
showed in his recent 22-man com- 
mittee national survey for the Na- 
tional Lumber Manufacturers As- 
sociation. 

What do you do when business 
gets tough and you want to keep 
the mill running at capacity and 
keep your crew employed? Why, 
bless me, you go to work to get 
more business. You put a little 
more sweat in your work. You get 
more miles to every gallon of 
sweat. You get the extra order by 
more intelligent selling. 

We can take a leaf or several 
leaves from the selling tactics of 
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“We Shall All Hang Together” 


our principal competing industries 
and add them to our own sales 
technique, for these people have 
been highly effective in their cam- 
paigns to sell their products. 

Take a look at their national ad- 
vertising. Their advertising copy 
is colorful, high-powered and effec- 
tive. They keep hammering on the 
theme that their products will do 
the job. No confusion in the minds 
of the public or suggestion that 
there are several different kinds of 
their products. They show the fin- 
ished product. They make it look 
good. 


Need Retailer’s Advice 


Lumber is good. We need to ad- 
vertise lumber and let the retail 
lumberman counsel with our cus- 
tomers as to what shape, size, 
weight and species he needs. 

Lumber is good. Why then 
should we as an industry ever 
raise a doubt that one kind, shape 
or color of lumber might not do 
the job? Isn’t an attack on any 
piece of lumber an attack on all 


lumber? I recall the old IWW days’ 


and the very pointed slogan those 
red hots sold their members — 
“United we stand, divided we fall, 
an injury to one is an injury to 
all.” Can we sell lumber by un- 
selling lumber? 

Lumber is good. Yet, since 1904 
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G. E. (Fred) Karlen has 
been intimately a: sociated 
with the lumber industry for 
nearly 40 years, having be- 
gun his career in Minnesota 
in the heyday of white pine 
in that state. Today, al- 
though Karlen’s varied in- 
terests are centered on the 
west coast, he has become 
a nationally-known industry 
figure. He is president of 
Karlen-Davis Co., Tacoma. 

Readers are urged to send 
us their comments on Mr. 
Karlen’s editorial. 











GUEST EDITORIAL 


lumber has dropped in per-capita 
consumption from 504 to 274 
board feet. Why? There is one 
good reason: We just didn’t get 
out and fight for our market 
against all comers. We got side- 
tracked in diversionary forays in- 
to some neighbor lumberman’s 
backyard poultry house. It was 
easier to fight among ourselves. 
We are an unorthodox industry. 
During good times we have more 
business than we can_ profitably 
handle. The result is that we ease 
down on our selling efforts, we ig- 
nore customer needs, we force old- 
time users of lumber to go to other 
products because we can make 
more money cutting run-of-the- 
mill lumber. We get flabby mus- 
cled, our costs go up, and we let 
poor business practices creep into 
our operations. 
- When business gets tough we 
start screaming like a drowning 
man when the cold water closes 
over him. We try to whip up our 
sales forces into renewed and 
frantic efforts to get the business 
at any cost. We ring doorbells long 
overlooked, only to find competition 
has moved in when we failed. We 
call on a long line of industrial ac- 
counts who once used lumber, but, 
they too, no longer use wood prod- 
ucts. They tell us flatly that the 
lumber supply became so_ unstable 
and undependable the manufactur- 
ers could no longer bank on us. 


Bitter Truth 

That’s a mighty sorry  indict- 
ment of lumber. But, it happens to 
be the truth. It goes much fur- 
ther than even the industrial users. 
This sorry handling of our custo- 
mers and indifference to customer 
needs has hit deeply at some of 
the construction business. In one 
state, lumbermen were so indiffer- 
ent to their business they refused 
to bid on lumber for schools and 
now much of the school building 
program of that state has switched 
over to other materials. 

Before you lumbermen get to 
feeling too sorry for yourselves 
which you mighty well should 
let me hasten to say that I think 
there is plenty of brains in our in- 
dustry to cope with any situation. 
We haven't had them hooked up in 
tandem. This lumber team—north, 
south, east and west—is an un- 
beatable team if everybody does 
his job. Our job as lumbermen is 
to play team ball, play for lumber, 
work together, bury small differ- 
ences, and shoot for the big goal. 
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BRANCH 

OFFICES 
BALTIMORE 
BIRMINGHAM 
BOSTON 
BUFFALO 
CHARLOTTE 
CHICAGO 
CINCINNATI 
CLEVELAND 
COLUMBUS 
CORPUS CHRISTI 
DALLAS 
DAVENPORT 
DENVER 
DES MOINES 
DETROIT 
HOUSTON 
INDIANAPOLIS 


improvement 
and 
modernization 
sales 
financing 
specialists 


OKLAHOMA CITY 
OMAHA 
PHILADELPHIA 
PHOENIX 
Soy ALLIED 
BUILDING CREDITS 


INC. 


E 
SOUTH BEND 
TAMPA 
TOLEDO 


General Office Box 3426 Terminal Annex, Los Angeles 54 


SAWHORSE BRACKETS 


NO NAILS e NO BOLTS 
NO SCREWS 


ALL-WELDED CONSTRUC 

TION. Use any 2 x 4s for legs 

and crossbar ...set up or knock- 
ed down instantly. 

Each package is a 

colorful eounter dis- 
play. 12 Sets to a 
certon. Dealer helps 
FREE, 


Nationally advertised 
order from your 
wholesaler, or direct if 
he cannot supply you. 


GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICh 
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“Joseph's Coat” Roof Helps Sell Roofing 


When the owner of B. T. Jan- 
vrin Sons Co. in Hampton, New 
Hampshire, is introduced to a 
stranger, the first reaction almost 
invariably is, “Oh, you have that 
lumber yard with all the different 
kinds of roofing.’”’ This has hap- 
pened to Mr. Janvrin as far away 
as Manchester, a distance of 40 
miles. 

The lumber company has been 
covering its shed with many vari- 
eties of roofing for over 15 years. 
The building is on a side road run- 
ning into U.S. Route 1 at a sharp 


Simple Live Door 
Rack Display 


Louis E. Legg, Jr., co-owner of 
the Lansing (Mich.) Lumber Co. 
tries the swing of a door in his 
simple but effective door rack dis- 
play. 

Two 2x4 pieces attached to the 
wall in the showroom form the top 
and bottom for the rack. Dowel 
rods pierce the 2x4 units and rest 
in holes in the top and bottom of 
the doors to form the “hinges.” 

Legg says the display holds 
about 12 doors. It can be enlarged 
easily by extending the frame units 
along the wall. 


angle, but it is too far back to be 
noticed casually by motorists driv- 
ing along the highway. 

However, the vari-colored roof 
draws the eye instantly. This im- 
pression is important, for Hamp- 
ton is a small town serving a large 
beach community nearby. To catch 
the summer business the cottage 
folk have to be given the idea from 
the first that a lumber yard as 
large and as completely supplied 
as B. T. Janvrin Sons Co. is prac- 
tically at their doorstep. 


Free Sand for Kids 
Builds Good Will 


Ed Coy, owner of the Coy Lum- 
ber Co., Libertyville, Ill., last year 
offered to fill any child’s sand box 
just for the asking. Figuring on 
100 calls—Ed received 300 and de- 
livered more than 24 yards of 
sand tying up two trucks for three 
days. 


This year the offer was made 
again but on a _ come-and-get-it 
basis. The idea is just as popular 
for these kids as employe Bill 
Gutzmer pours for the benefit of 
Coy’s 1968 business. 
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Dealer-Sponsored Brick Exhibit 
Proves Popular Attraction 


Manufacturers and bricklayers cooperate in staging 
successful exhibit in Everett, Wash. 


How a lumber dealer can capi- 
talize on a trend toward the use of 
new materials or fresh applications 
of older products is pointed up by 
a successful two-day brick exhibit 
sponsored by H. O. Seiffert Cc., 
Everett, Wash. 

“There is a definite trend toward 
the use of brick in residential and 
commercial construction in the 
northwest,” explained sales man- 
ager Joe Bowen, “and we wanted to 
inform the public as well as archi- 
tects and contractors about it.” 

“We wanted to show the archi- 
tect what he could do with brick 
from the economy as well as the 
decorative standpoint. We wanted 
to show the contractor what brick 
means from the standpoint of dur- 
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ability, fire safety and reduced 
maintenance—and the customer all 
these points, plus the fact that he 
can do a good deal of masonry 
work himself.” 

Six manufacturers of brick, the 
local bricklayers’ union and _ the 
Structural Clay Products Institute 
cooperated to make the show a 
success. The exhibitors paid for 
the advertising and provided sales- 
men for each booth. The salesmen 
explained the various types of 
brick and the advantages of each, 
answered questions and passed out 
literature. 

The bricklayers’ union _partici- 
pated following a vote of approval 
of the membership. A door prize 
of a barbecue pit was built by the 


ADVANTAGES OF BRICK 
are explained in_ this 
booth, one of six spon- 
sored by manufacturers 
at a two-day exhibit held 
by Everett, Wash. dealer 





SCR Brick Cuts 
Construction Costs 


The SCR brick 
shown in the photo- 
graph on this page 
takes its name from 
the Structural Clay 
Research Foundation, 
a branch of the Struc- 
tural Clay Products In- 
stitute. 

It is 2-1/6” high by 
11},” long and 51,” 
thick and requires no 
back-up materials. It 
is intended to replace 
present eight-inch wall 
construction in ore and 
1!,-story houses, there- 
by cutting building 
costs. It has been dem- 
onstrated on the job 
that a mason can eas- 
ily build 60-100°% more 
wall area per day with 
SCR brick. 

Laid in the wall with 
1,” mortar joints, the 
unit is modular in size, 
but will fit non-modu- 
lar designs as well. 

(For more details, 
see American Lumber- 
man, May 19, 1952, 
page 66.) 











bricklayers from the products on 
display. 

A local hotel was used for the 
two-day exhibit. Factory and of- 
fice workers and young married 
couples thronged the booths on the 
second night at 7:30 when the ex- 
hibit was opened to the public. The 
first night was restricted to archi- 
tects and contractors. Radio and 
newspaper advertising were used 
to help build attendance, which 
far exceeded expectations. 

“The modern building materials 
dealer cannot confine his merchan- 
dising interests to lumber alone,” 
declared Roy Sievers, president of 
the firm. ‘We are the oldest lum- 
ber dealer in Everett, but we know 
that with so many new and differ- 
ent types of building materials, we 
must promote these materials if 
we want to serve our market. 

“Home and garden magazines 
are keeping the public informed 
about such materials and the build- 
ing materials dealer will have to 
supply the demand if he is to stay 
in business.” 
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No. 21 of a Series 


NINE REASONS WHY 
ADservice IS A GOOD BUY FOR YOU 


F 


The 22 mat pages in this series contain 254 mats 
of products, applications and projects. 


The mats are easily adaptable to any size ad 
from one column to a full page. They are equally 
useful for direct mail and handbill advertising. 


The mats are finest quality, premium baked—in- 


suring clean, sharp reproduction and repeated 
use. 


Literally hundreds of ads can be made up from 
the 254 units—with no two alike. Yet total cost 
is only $86.90. 


The 254 mats provide seasonal material for every 
month of the year—-and for many years. Mats 
can be used over and over again—-reducing cost 
per ad to pennies. 


The ADservice series includes practical copy and 
layout suggestions, which many dealers have fol- 
lowed to the letter. Other dealers have used the 
mats in their own individual style of layout. 


ADservice includes a series of down-to-earth, 
constructive articles that will prove helpful to 
any dealer, large or small. 


$1 gets you $100. Original art and plate cost is 
over 100 times the price you pay for the mats. 
The drawings are made specially for ADservice 
and are sold to lumber dealers only. 


You need not buy the complete series. You can 
buy one or more mat pages (average over 11 mats 
per page) at only $3.95 per page. 





Please send the following ADservice mats: 


AMERICAN LUMBERMAN 
139 N. Clark St., Chicago 2, Ill. 


0 
Oo 


Page No. 21. | enclose $3.95. 
Pages | thru 12. | enclose $47.40. 
Pages 13 thru 22. | enclose $39.50. 


COMPANY..... 





The suggested 3-col. layout below shows how AD- 
service mats are adaptable to any theme, any 
season, any size ad. To reduce size of ad, substitute 
smaller mats or use fewer illustrations. Mats shown 
are from ADservice pages 9, 10, 12, 13, 14, 20, 21. 


| Now is the time for these easy-to-do 
Interior Home Improvements 


Brand)CEILING TILE © 


—1 


BUILD THIS | 
RECREATION ROOM | 


YOUR NAME 





SUGGESTED COPY “A” 


Why not make the most of these “shut-in” winter 
evenings and week-ends—by adding value, comfort, 
and beauty to your home! We have everything you 
need——-from tools to complete instructions for dozens 
of easy interior improvements. 

Visit our Home Service Department today! Whether 
you’re planning a simple shelf or a major job such as a 
recreation room in your basement, we'll gladly give 
your project our closest attention. 


(For copy under specific products, you'll find 
excellent material] in manufacturer’s literature) 
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Jalousie MAT NO. 227 
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Louver Doors MAT NO. 230 Adjustable Post | MAT NO. 232 
MAT NO. 231 


























a 
MAT NO. 2 
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36 MAT NO. 237 














Folding Door MAT NO. 234 THIS ENTIRE PAGE OF MATS 
ONLY $3.95. Mats are shown actual 
size. Write American Lumberman 
for proofs of previous 226 mats with 
layout suggestions. 


Perforated Hardboard MAT NO. 238 Peeled Cedar Posts MAT NO. 239 MAT NO. 240 MAT NO. 241 
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SELLING MATERIALS FOR ICE-FISHING SHACKS produces a sizeable wintertime volume for dealers in Michigan, 


Wisconsin and Minnesota. 
the sport. 


This ‘‘colony”’ of shacks on Lake St. Clair, Mich., is indicative of the growing interest in 


Ice-Fishing Shacks Boost Wintertime Volume 


Dealers in Michigan and other north- 
ern states do a nice business in unusual 
specialty building. 


Seeing more than 1,000 ice-fishing shacks scattered 
on the frozen surface of Michigan’s Houghton Lake in 
the winter leads a man to correctly believe that local 
lumber dealers have a sizeable business in selling 
materials for these specialty items. 

Shacks spot almost all of Michigan’s thousands of 
lakes for three to four months in the winter. Cost 
of materials for each shack ranges from $30 to $150. 
Many Michigan lumber dealers feel that dealers in 
resort areas of other northerly states are missing a 
bet if they fail to promote ice fishing—and then sell 
the materials for the necessary shacks. Many dealers 
in Wisconsin and Minnesota are already doing an ex- 
cellent job of promoting ice fishing. 

State-wide and regional tourist associations and 
Chambers of Commerce in Michigan have long recog- 
nized the financial importance of promoting business 
from fishermen in the slack winter months. The 
Houghton Lake area, for example, has developed a 
Tipup Town ice fishing festival that includes a pa- 
rade, crowning of queens, dances, etc., that annually 
attracts 5,000 to 8,000 men, women and children. 

Ice Fishermen Need Protection 

Few souls are hardy enough to stand unprotected 
on the ice in the winter and fish all day—and that is 
where the lumber dealers come in, 

“People will show up here even during the hottest 
days of July,” says Leo Penney, owner of Penney’s 
Lumber and Supply, Houghton Lake, “and want ma- 
terials for ice fishing shacks. Of course, the real buy- 
ing starts in September here and continues to make 
a good, volume for me through March 15.” 

An ice-fishing shack is simply a tiny house mounted 
on wooden runners. Individual houses range in size 
from 4x4 to 8x8. Fishermen generally tow the shacks 
onto the ice with their automobiles. The houses are 
fitted out with one to three holes in the floor. When 
the house is in place on the ice, fishermen spud 
through the ice, drop in their lines—and with luck- 
start pulling in blue gills, walleyes and Northerns. 

Sale Starts With the Runners 

Penney says he usually starts a sale of an ice fish- 
ing house with the runners—two 2x8 or larger units 
depending on the size of the house. Framing for the 
structure is usually 2x4 or 2x2. Floor boards gener- 
ally run 1x8. For the walls and roofs, most customers 
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will use hardboards or insulation board that is pre- 
finished with aluminum paint. Most customers buy 
tar paper for the outside wall and roof covering. Of 
course, the more expensive shacks will use fine grades 
of lumber, good roofing materials and in some cases 
standard types of house siding. Most shacks have 
wood doors and one or more windows. 

Penney says, “Ice fishing shacks are usually do-it- 
yourself items so we spend quite a bit of time advis- 
ing customers on how to build them. If a customer is 
building one for the first time, we usually give him 
a rough sketch to work from. Some customers will buy 
only the best materials and then have a carpenter 
build their shacks. 


Prefabbing Not Profitable 

Vern Wunschel, owner of the North Shore Lumber 
Co., Houghton Lake, says, “One fall I had two of 
the men start prefabbing ice fishing shacks. We built 
about 50 and sold all of them. However, we found that 
the demand in our area was not quite enough to keep 
the men profitably engaged productionwise. Iso, ice 
fishing shacks are strictly an individual deal and 
people kept asking for a wide variety of building ma- 
terials, sizes and shapes— so standardization was 
extremely difficult,’ he adds. 

Penney pointed out that a well-built ice fishing 
house will last for two or three years if it is well- 
maintained. Vagaries of the weather often bring a 
flood of business for repairs or complete replacements. 
“A thaw and a high wind will sweep the houses off 
the ice and make kindling of them on the shore,” said 
Penney, “so we never know when we might get a 
rush of replacement business.” 





Picture Parade Coming! 


How good were the “good old days?” You 
can decide for yourself after looking over the 
special pages of pictures in our big, 80th Anni- 
versary Issue, December 14. Don’t miss this 
fascinating picture parade — old stores, old 
yards, old delivery teams. 

And you'll want to read, “This Is the Way It 
Was in the ‘Good Old Days’.” This article, 
especially written for our 80th Anniversary 
Issue by a merchandising expert who was a 
dealer then, tells what it was like. 

These are just two features to look for in 
this exciting issue, December 14. 
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Your 
Financial 
Counselor 


By Fields and Fields 


(This new feature is planned to help deal- 
ers solve their management problems. Be- 
cause improved financial control is so im- 
portant much of the emphasis will be on 
new accounting methods. Fields and Fields, 
Chicago certified public accountants, are 
consultants for this department. Dealers are 
urged to send us questions for answering in 
this department.) 


Q. Our volume for the fiscal year 
ended Sept. 30, 1953 was $1,500,000 
(slightly higher than last year). We 
were quite disappointed with the low 
net profit of only $32,000 after offi- 
cers’ salaries of $75,000, but before 
income taxes. How do these figures 
stack up with industry averages? 


A. 3ased upon our 1952 survey 
of lumber companies, your officers’ 
salaries are higher than the average 
for companies with similar volumes. 
This survey indicated that officers’ 
salaries average 2.9¢> of net sales 
for companies in your volume group, 
and that the net profit after deduct- 
ing officers’ salaries was 5.7% (be- 
fore income tax). 

A tabular comparison of your com- 
pany’s results with the average in 
your volume group follows: 

Your 1952 
Company Average 
Net profit before 


officers’ 

salaries $107,000 $129,000 
Officers’ salaries 75,000 43,500 
Net profit before 

income tax 32,000 $5,500 


You will note from the above tab- 
ulation that your net profit which 
was $53,500 below average was due 
to excessive officers’ salaries of 
$31,500 and other factors in the 
amount of $22,000. 

We suggest that you compare your 
operating statement with our survey 
which was published in the July 13 
issue of American Lumberman for 
determination of the factors result- 
ing in the remaining difference of 
$22,000 in net profit. 

If there are any other questions 
that you may still have after this 
comparison we will be glad to help 
you. 


Q. Our lumber company now does 
a volume of $2,000,000 per year. We 
have been solicited by representatives 
of business machine companies who 
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insist that a bookkeeping machine 
will solve most of the problems of our 
accounting department, What is your 
opinion? 


A. Basically the 
machine is a production tool, differ- 
ing from other plant equipment only 
in its location and specific function. 
Since modern bookkeeping machines, 
even the most simple in function are 
items of gonsiderable cost, a careful 
analysis of operating costs and ulti- 
mate effect on annual net profit is 
essential just as it would be if the 
machine were intended for produc- 
tive use in the yard or mill. 

Very often bookkeeping machines 
are purchased on the basis of their 
merits over old fashioned manual 
methods. We always caution those 
who are considering the investment 
in a machine to be sure that they are 
using streamlined manual methods 
of bookkeeping before comparisons 
are made with machine methods. 

Assuming that a company 1S using 
the best manual methods and that a 
bookkeeping machine is under con- 
sideration, the following factors 
should be weighed before a decision 
is made as to whether the investment 
is warranted: 

1. Will there be an appreciable 
saving in time? 

2. Will there be a substantial im- 
provement in accuracy? 

3. Will additional desired account- 
ing information result with little or 
no more effort than is now being ex- 
pended ? 

4. Will your present personnel be 
willing and able to operate the ma- 
chine, and if not can you easily ob- 
tain such personnel? 


bookkeeping 


There are all types of accounting 
machines which can perform various 
functions. A machine that may fill 
the needs of one company may be in- 
adequate for another. The volume of 
work to be done and the accounting 
information desired should be the 
prime factors in selecting a book- 
keeping machine. 

In summary, we wish to point out 
that there is no categorical answer 
to your question, Your present meth- 
ods should be reviewed and compar- 
isons with machine accounting should 
be evaluated by an accountant after 
he is certain that the best manual 
methods are being used. 







































































for any outdoor use - 
be cure ite always 


EXTERIOR 


FIR PLYWOOD 


When you sell fir plywood for any use 
exposed to weather, water, or unusual 
moisture conditions siding, soffits, 
boats, shower-stall backing, etc..-BE 
SURE IT’S EXTERIOR-TYPE, 
made with 100% waterproof glue. To 
help you sell the right plywood for the 
right job, send for free booklet ‘The 
Inside Story of Exterior Plywood’’. 
Dept. DE, Douglas Fir Plywood 
Association, Tacoma 2, Washington, 


Interior-type fir plywood, of course, 
is for all indoor and construction 
jobs — sheathing, paneling, built - ins 


BE SURE! INSIST ON 
DFPA-INSPECTED 





This registered EXT-DFPA trademark 
is your positive identification of fir 
plywood with 100% waterproof 
glue. Stock it for all outside jobs. 


Cell Right-and Sell Mora ! 


and remember, you can't sell it if you don’t stock it 
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HENRY J. MUNNERYLN, president, 
National Retail Lumber Dealers As- 
sociation, represented retailers dur 
ing the lively panel discussion 


THE FIRE CHAMBER, above, 
was built by the Timber Engi- 
neering Co., NLMA_ research 
affiliate, to test full scale struc- 
tural members, as well as win- 
dows and door, under con- 
trolled fire conditions. 


CHARRED LUMBER removed from 
the chamber is scraped, then test- 
ed for strength by TECO technicians. 
After a series of tests the laboratory 
will have 
strength of lumber after fire expos- 
ure for 
companies. 


authentic data on the 


architects and insurance 


Lumber Manufacturers Told How to Get More Sales 


Hard-hitting panel of industry leaders gives NUMA 
members specific suggestions for recapturing lost markets, 
holding their customers. 


A panel discussion by men who 
spoke frankly and authoritatively 
dominated the annual meetings of 
the National Lumber Manufactur- 
ers Association, November 2-4, at 
Washington, D.C. More than 150 
lumbermen attended the three-day 
convention. 

With the theme, “The Lumber 
Market As Others See It” as a 
springboard, the four-man panel 
obviously enjoyed giving the manu- 
facturers suggestions for increas- 
ing the sale of lumber. Panel mem- 
bers were Henry J. Munnerlyn, 
president, National Retail Lumber- 
Dealers Association; Edward R. 
Carr, former president, National 
Association of Home Builders; P. I. 
Prentice, editor, Architectural 
Forum and House & Home and 
Gerald Liebhart, lumber buyer, 
Drexel Furniture Co. 

Munnerlyn told the manufactur- 
ers that dealers believed that there 
are too many variations in lumber 
grades and proficiency of manu- 
facturer. 

“Car loading practices are too 
expensive. It would help us if 
lengths were loaded together, if 
widths were placed separately, and 
if grades; were separated in the 
load. Moreover, it no longer should 
be necessary to load full to the 
roof of the car.” 

Munnerlyn commented that deal- 
er customers are demanding spe- 
cific sizes and grades and that thev 
return lumber that doesn’t meet 
their requirements He said returns 
are now running 3 to 11% of de- 
liveries. 
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Sales will increase and lumber 
will hold its customers, Munnerlyn 
remarked, if consumer acceptance 
is broadened by the right kind of 
merchandising, advertising and 
selling effort. 

“The manufacturer of lumber 
has an obligation to be aggressive 
in merchandising their product to 
the consumer and in helping the 
dealer at the point of sale We be- 
lieve that the market is wide-open 
for increased lumber sales promo- 
tion,’’ Munnerlyn concluded. 

Carr, a Washington builder, sug- 
gested that home builders make 
greater use of wood to “lighten 
up” both the exterior and interior 
appearance of new homes. The 
lumber manufacturer, Carr added, 
should capitalize on the public’s 
natural preference for wood by 
working closer with home builders 
on new designs and by showing the 
home buyer that there's little dif- 
ference in maintenance cost be- 
tween a wood house and brick one. 

Carr said that in recent years he 
thought lumber had been down- 
graded and that this trend had in- 
creased the builders’ problems Spe- 
cifically, he remarked that his fel- 
low builders wanted lumber in the 
exact /limensions ordered and that 
they would be willing to pay a pre- 
mium price for this service. He 
added that builders might turn to 
steel joists, for example, if lumber 
isn’t delivered as requested. He 
also said that builders wanted 
more lumber items packaged when 
delivered to the job site. Trim was 
cited by Carr as a product fre- 


quently damaged on the job which 
should always be cartoned in con- 
venient units for the builder. 


Competitive Year 


Prentice predicted that 1954 will 
be the year that “competition will 
finally catch up with home build- 
ers.” He forecast a “bigger im- 
provement in houses in the next 
12 months than in any previous 60- 
month period in the history of our 
country.” He said that this change- 
over could benefit lumbermen if 
they work closer with builders and 
architects and keep abreast of the 
latest in modern home design. 

“The huge volume of home build- 
ing in recent years is attracting 
new competition for lumber sub- 
stitutes that can only be met by 
more research and consistent ad- 
vertising,” Prentice said. 

Liebhart also recommended that 
the lumber industry direct more 
advertising to the public on the 
advantages of wood furniture. In 
addition, the furniture expert re- 
ported a trend from very light to 
darker finishes on furniture. Lieb- 
hart said that he believed the 
lumber industry had too many as- 
sociations for a coordinated mer- 
chandising job on lumber. 


New Officers 


James R. Bemis was elected pres- 
ident of the association on the last 
day of the convention. Bemis, 
president of the Southern Pine As- 
sociation and the Ozan Lumber Co., 
Prescott, Ark., replaces Ralph R. 
Macartney, who becomes NLMA 
board chairman. Judd Greenman, 
general manager, Vernoma divi- 
sion, Long-Bell Lumber Co., Ver- 
noma, Ore., was named first vice- 
president, succeeding Bemis. 
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Available 
And How! 





Donley Steel Mortar Boxes 


Donley Mortar Boxes are made of a 
single sheet of 14-gauge steel (Nos. 9 
& 6 are 16-gauge) with unbreakable 
welded joints. They are re-enforced 


Sizes, Weights, Dimensions 
In consulting the table of dimensions, readers will note 


thot the number of each size corresponds with the 
capacity in cubic feet 


Order | Shipping 





at the top with strong steel angles, sd 
theroughly welded to the box and to 31 
each other. The smooth interior 4 
makes complete cleaning a simple fe 
operation. They are easy to handle 6 
and nest compactly and will take oon 
lowest freight rate when ordered in 

multiples of three. 


Lime soaking 
“Mortar Tub. 


THE DONLEY BROTHERS COMPANY ®* 





Width 
Inches 


Depth 


nches 


Weight 
Lbs. 
190 
155 
124 

70 | 79 

53 52 

96 3 156 

26 18 


Length | 

| Inches | 
110 12 

42 B86 12 
36 68 12 


42 


or Putty Box. 


13928 Miles Avenue, Cleveland 5, Ohio 








YOU'RE TWO STEPS AHEAD 


OF COMPETITION WITH 
THESE GREAT DOOR NAMES 


Wisconsin Knight 
FLUSH DOORS 


Long experience in door manu- 
facture has proved these doors 
to be the best sellers for our 
dealers. 


BIRCHINA, LAUAN, BIRCH, GUM, 
WHITE GUAMBA veneer faces. 


TOP DESIGN solid core! 
GRID STYLE hollow core! 


Wisconsin Knight offers you a 

complete line of flush doors, 

and every door a best seller! 
Join our group of 
money - making 


dealers! 


Mail this handy ; 
coupon for facts! : 


Folding Doors 


Covered with «= 


The NEW, IMPROVED 1954 model is 
now being shipped! Every test proves 
its powerful sales appeal! Slides 
smoothly, easily; looks like a million 
dollars; lasts a beautiful lifetime! And 
you know the prices are ‘way, ‘way 
down! 





In decorator colors: GRAY, RED, 
GREEN, MOCHA, OFF-WHITE! Ask for free 
color swatch! 
Distributors: Write, wire for profit story! 

Retailers: Ask us /or name of your jobber 


WISCONSIN DOOR CO. 
10101 Lyndon Av:., 
Detroit 38, Mich. 

Please send us complete details about your 


| Wonder-Fold 


AL 11/30 


] Wisconsin Knight f 
Firm 
Address 


City, State. . 


WISCONSIN DOOR COMPANY, 10101 Lyndon Ave., Detroit 38, Mich. 


Buitpinc Propucts MERCHANDISER 
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AMONG THE DEALERS 


Rounds & Porter Buys 
Antrim Capital Stock 


The Rounds & Porter - Lumber 
Co., Wichita, Kans., has purchased 
the capital stock of the Antrim 
Lumber Co., Inc., which wiil con- 
tinue to operate under the same 
name with a new Wichita address. 
Antrim becomes a wholly owned 
subsidiary of Rounds & Porter, 
which has retail yards in Kansas 
and Oklahoma. ‘the new officers 
of Antrim Lumber Co. are W. O. 
Palmer, president; J. Bert Smith 
and Merle H. Nicholson, vice-pres- 
idents; H. E. Bevan, Jr., treasurer, 
and Marian R. Meyers, secretary. 
Mr. Palmer is also president of 
Rounds & Porter. 

In connection with the purchase 
of the Antrim Lumber Co. by 
Rounds & Porter, the Rounds & 
Palmer Company, building mate- 
rial jobbers, Dallas, a Texas cor- 
poration, has purchased the capi- 
tal stock of the Lyon & Matthews 
Company, Bowie, Tex., another 
Antrim Lumber Co. interest. It 
will continue to operate as the 
Lyon & Matthews Co., but with the 
new general office in Dallas; it be- 
comes a wholly owned subsidiary 
of Rounds & Palmer. The new of- 
ficers of Lyon & Matthews are 
W. O. Palmer, president; Ray Cole- 
man and Carl M. Long, vice-presi- 
dents; H. E. Bevan, Jr., treasurer; 
John M. Newton, assistant secre- 
tary, and Marian R. Meyers, secre- 
tary. Mr. Palmer is also executive 
vice-president of the Rounds & 
Palmer Company. 


Maryland Hoo-Hoo Elects 


The Hoo-Hoo club of Maryland 
will be headed this year by Ed- 
ward W. Scally, who succeeds Roy 
Mayne in the president’s chair 
Joseph H. Banner was elected vice- 
president; Albert Darago, treas- 
urer, and Charles Bacon, secretary. 
Directors for the coming year are 
Fred Maag, Thomas Charshee, 
Donald McCann, Harry League 
and Fielder Smith. 


HONORING RETIRING PRESIDENT 
Dale Carter as the sixth president of 
the Oklahoma Lumbermen’s Associ- 
ation, 1952-53, the ‘“Sooner’”’ dealers 
presented him and Mrs, Carter with 
this handsome silver tray at the re- 
cent convention in Oklahoma City. 


38 








Wonderful \DEA! 


Buld a 


& 
MOTHER-IN-LAW 


end remember, 
oly a few per 


Phone the “House Doctor” for 
ideas suggestions, end details, 
no ob!.getion— 


Phone haw 3-4830 


' 
reese ' 
' 
sown ! 


14400 WYOMING AT LYNDON 











MOTHER-IN-LAW ROOM is one of 
the novel advertising ideas of the 
Restrick Lumber Co., Detroit. “We 
have been striving to accomplish 
something unusual in our ads, and 
believe we are on the right track; 
the results point that way,’ says 
advertising manager F. A. Robinson. 
“In these days of tight competition, 
we believe it urgent that new ideas 
and forceful selling be incorporated 
into every inch of space purchased 
through newspaper  advertising,”’ 
points out this lumberman., 


OBITUARIES 


PAUL K. LEONHARD, 51, presi- 
dent and general manager of Chaffin 
Bros. Lumber Co., Oklahoma City, 
died from a heart attack October 19 
on the eve of the annual convention 
of the Oklahoma Lumbermen's Asso- 
ciation, of which he had been presi- 
dent in 1952. He had served the OLA 
ever since it was organized. He had 
been with Chaffin 23 years. 

IRVIN SALZER, 63, president of 
the Salzer Lumber Co., Minneapolis, 
died after a brief illness. He was the 
son of a pioneer Mississippi valley 
timber operator and had been active 
in lumber more than 40 years. He 
joined his father’s firm in 1913 and 
was secretary-treasurer from 1922- 
1950, when he succeeded his late 
brother John as president. He was a 
member of Hoo-Hoo. 

CHARLES SCHILDKNECHT, 59, 
president of the Schildknecht Lumber 
Co., Brooklyn, died recently. A board 
member of the New York Lumber 
Trade Association, he spent his life 
building one of the largest retail 
lumber businesses. 

LOUIS F. SHAW, 65, president of 
the W. R. Shaw Lumber Co., South 
St. Paul, Minn., died from a heart 
attack. He headed the company 
founded by his father, with other 
yards in St. Paul and West St. Paul. 
His grandfather, George S. Shaw, 
was one of the pioneer lumbermen. 

RUBEN L. LUHMANN, 51, man- 
ager of the H. E. Westerman Lum- 
ber Co., Le Center, Minn., died after 
extended illness, He had managed 
yards in Webster, Meriden and Ely- 
sian, Minn., and Watertown, Wis. 


The 
LUMBERMAN’S 
LOG 


C, E. Stebbins, veteran lumberman, 
retired recently at Good Thunder, 
Minn., where he managed the Bots- 
ford Lumber Co. 26 years. Succeed- 
ing him was Thomas McGraw, form- 
erly of Algona, Iowa, but a native of 
Gaylord, Minn. . . . Dealers planning 
to sell Christmas trees in their yards 
this season will be amused at this 
happening last season at the Capitol 
City Lumber Co., Hartford, Conn. A 
customer remarked that it was odd 
to find Christmas trees on sale at a 
lumber yard, and Johnny McManus, 
who had been with the yard 48 years, 
replied, “Well, you’ve been accusing 
us for years of selling green lum- 
ber——now here it is!” 

Two retail lumbermen are serving 
as district governors of Rotary Inter- 
national for the 1953-54 fiscal year. 
They are C. Stanton Gallup, Plain- 
field, Conn., and Erwin E. Homstad, 
Black River Falls, Wis. As govern- 
ors of the world-wide service club or- 
ganization they will take time off 
from their lumber yards to visit each 


Gallup Homstad 


club to offer advice and assistance 
in Rotary service work. Gallup is 
president of both the Gallup Lumber 
Co. and Plainfield (Conn.) Lumber 
Co. His district has 42 Rotary clubs. 
Homstad is president of the Homstad 
Lumber Co. in Black River Falls and 
a past president of the Wisconsin 
Retail Lumbermen’s Association and 
holds many civic offices. He will gov- 
ern 50 Rotary clubs. 

Hiram J. Gann, manager of the 
Burgner-Bowman-Matthews Lumber 
Co. line yard at Springfield, Mo., re- 
tired from the business October 25 
after 25 years’ service with the Kan- 
sas City company, reports C. W. 
Baker, president. Robert Browne, Jr., 
who has been manager of the B-B-M 
yard at Seymour, Mo., since 1947, 
succeeded Gann at Springfield. He, in 
turn, was succeeded at Seymour by 
Roy Hyde, who had been bookkeeper 
at the company’s yard in Marshfield, 
Mo., since 1948. . . . Larry Werner, 
who is now going into his 55th year 
with the Restrick Lumber Co., De- 
troit, also celebrated his golden wed- 
ding anniversary recently. Surround- 
ed by three children and nine grand- 
children, he commemorated the oc- 
casion by having a priest remarry 
him and Mrs. Werner. .Charles 
Clark succeeded Vernon J. Leeper as 
manager of the Winfield (Iowa) Lum- 
ber Co. Leever is managing the 
firm’s yard at Mount Pleasant. 
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“THE GREMLIN" 


THAT’S BLISTERING 
THE HOUSE PAINT! 


Give Condensation the Air 
with “MIDGET LOUVERS 


“MIDGET” LOUVERS not only build cus- 
tomer good-will and increase sales .. . they \4 
provide additional profit for both the dealer 

and the paint contractor. 


Ventilate all danger spots and prevent 
sweating and dampness that causes mois- 
ture blistering. Simple to install. 


2 styles—for indoors or out—6 sizes. 


the “MIDGET” LOUVER COMPANY 
8 WALL STREET - NORWALK, CONN. 








Beauty & C raftsmanship 


are combined in 


SHORELINE 
FLUSHWOOD DOORS 


AT LOW COST 





All wood - ply construction. 
Beautifully grained 3 ply 
birch faces — with strong 
core of wood stiles and 
rails 


Waterproof Glue Bond 
22 Ladders — 2 lock blocks 
Built-in air vents ; WIRE 
f PHONE 
A J swrite 
elan : fers] TODAY 
fie for 


FLUSH- iF sent 
Vie neh») 4 eras 


DISTRIBUTORS 


Write today for full details 
about SHORELINE doors 


Suttons Bay, Michigan 
Phone 71 DEALERS 


Write for location of near- 
est distributor 


Birmingham, Michigan 
Phone Midwest 
4-3450-T-2-3 
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Start putting bigger profits in your pocket by 
utilizing your present store space in a more 
advantageous way. Bring owt into full customer 
view those items that mean dollars in your 
pocket. 


SPACE-KLIPS consistently put bigger profits 
in your pocket by . . . exposing your merchan- 
dise . . . putting it out in the buyers reach. 
SPACE-KLIPS are designed to fit most types 
of perforated panels . . . created in numerous 
styles . . . for most all types of merchandise. 


You can sell SPACE-KLIP DISPLAYS for 
home use! SPACEBOARD (our perforated 
panel board), can be painted to conform with 
kitchen, bathroom, or closet interiors. Quickly 
installed ... SPACE-KLIP DISPLAYS provide 
attractive storage space for kitchen utensils, 
shoes, towels, garments, etc. 


Send for our latest 

SPACE-KLIP bro- 

chure. Write Dept. 
aot 4L11, TODAY! 


REFLECTOR-HARDWARE 
CORPORATION 


Main Office and Factory 
Western Avenue at 22nd Place, Chicago 8, lil. 
New York Office and Showroom 


225 West 34th Street, New York 1, N. Y. 


(To obtain more data on advertised products see page 51) 





MANUFACTURERS IN THE NEWS 


TEXTURE ONE-ELEVEN, the 
siding sales, is shown in use 


new Douglas 
as wall 
be used for soffits, overhang and gable ends. 


surface, 





fir exterior plywood panel for 
garage door, and may also 
Panels are shiplapped at edges 


and offer a low-cost medium to give the same effect as expensive, hand-built 


carpentry. 


New Plywood Building Panel for Siding Sales 


Western fir plywood manufac- 
turers have come up with a new, 
high style, outdoor building mate- 
rial that may open a door for lurn- 
ber dealers to greater sales of ply- 
wood for siding in all types of 
homes and small commercial build- 
ings. The new product, Texture 
One-Eleven, is a combination of 
line and texture in current archi- 
tectural style trends. It is 5%,” 
fir plywood manufactured in two 
easy-to-handle sizes and bonded 
with 100% waterproof glue. 

Deep parallel grooves create a 
vertical line pattern on the face of 
the panel. Surface veneers are spe- 
cially selected for natural texture, 
giving the panel a rustic appear- 
ance. 

The product can also be used 
for gable-ends, soffits, windbreaks 
and patio enclosures, porch and 
carport ceilings and a variety of 
indoor applications such as panel- 
ing or center-of-interest walls. 
* Texture One-Eleven meets 
popular architectural trends _ to- 
ward textured, vertical-patterned 
wood wall surfaces. It will also let 
builders capitalize on the cost 
economies of large size sheets. 
This combination of style and low 
application cost should make Tex- 
ture One-Eleven a good dealer item 
with a fast rate of turnover. 

Texture One-Eleven was _ final- 
ized after a careful sufvey of rep- 
resentative architects throughout 
the country. An overwhelming pro- 
portion, 167 out of 179 architects 
interviewed, expressed enthusiasm 
for the material. 

Each panel is shiplapped on the 
long edges so that vertical joints 
form a groove identical with ad- 


the 
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jacent grooves in the panel face. 
No special joint treatments are re- 
quired; adjacent panels give a con- 
tinuous wall surface with an un- 
broken visual pattern. 

The 16” and 32” widths in which 
Texture One-Eleven is manufac- 
tured facilitate one-man handling. 
They fit standard stud spacing, 
and they are big enough to give 
builders the important labor sav- 
ings available with large panels. 
Application costs, for example, 
were estimated on one remodeling 
job by a Washington, D.C. archi- 
tect at four cents a square foot. 

In announcing Texture One- 
Eleven, W. E. Difford, managing 
director of Douglas Fir Plywood 
Association, said, “Texture One- 
Eleven is stylized fir plywood. It 
gives architects and builders a 
fresh new medium with which to 
create designs and special effects 
accenting pattern and texture in 
line with current fashions in the 
building field.” 


Marlite Plank and Block 
New Prefinished Paneling 


Marlite Plank and Block, a rev- 
olutionary new type of prefinished 
hardboard paneling that does not 
require adhesive and division mold- 
ings, has just been introduced by 
Marsh Wall Products, Dover, Ohio. 
The planks and blocks are quickly 
and easily instailed by carpenters 
er home craftsmen. The new prod- 
ucts feature the first successful 
tongue-and-groove joint for mate- 
rials of 3/16” or less in thickness. 

The new Marlite panels are man- 
ufactured in two 16-inch modular 
sizes; planks are 16 inches wide 
and eight feet long; blocks are 16 
inches square. Both are 3/16” 
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thick. The planks are packaged 
six pieces (64 square feet) per car- 
ton and the blocks are packaged 
18 pieces (32 square feet) per car- 
ton. The compact packages are con- 
venient to stock and deliver, fit 
easily into a customer’s automo- 
bile. 

Raymond Loewy Associates, de- 
sign and color experts, have styled 
a new line of 10 ‘companion col- 
ors” for Marlite plank and block. 
The new products are also avail- 
able in four authentic wood pat- 
terns. 

The wall and ceiling uses for 
Marlite plank and block are unlim- 


MARLITE PLANKS are quickly and 
easily installed over old walls or fur- 
ring strips. Planks are 16”x8’; 3/16” 
thick. 


MARLITE BLOCKS are installed like 
the new plank, with tongue-and- 
groove joint concealing the fasten- 
ing nails or clips. 


ited; they are equally suitable for 
new construction or remodeling, 
and for non-residential as well as 
home interiors. 

Installation is simple, using spe- 
cial easily applied clips or nails. 
The exclusive tongue-and-groove 
joint conceals all nails or clips in 

(continued on page 42) 
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i B NEW: HE Makes 
‘ Windows 

work 
again! 





“DO-IT-YOURSELF” 


PULLMAN SASH gALANCE 


Pre-tested—sells itself! 


Clever do-it-yourself kit to replace 
worn or broken sash cords in minutes. 
For householders, landlords, handy- 
men, carpenters. Guaranteed. Fool- 
proof, easy to install. Selling by hun- 
dreds in test stores. Your jobber has 
it, or write for data, free sales aids: 


MANUFACTURING CORP. 
325 HOLLENBECK STREET 
ROCHESTER 21, NEW YORK 

















If you desire 

quick service on! 
quality flooring, : 
specify — : 


4 
‘ 


Pancett-.. 


* 
* 


SMITH OAK/FiODRING” 


We have our own trailers for direct delivery 
within 500-600 mile radius. Or can ship 
immediately by truck or rail to more dis- 
tant points. Quality end-matched oak floor- 
ing that’s well manufactured and graded, 
properly seasoned and loaded. 


Representatives in most states. Let us put 
the representative in your area in touch 
with you today. 


> 
PADGETT-SMITH FLOORING CO. 


Manufacturers 


MOUNTAIN VIEW, MISSOURI 





NATURAL .2¢ => 
PROFIT. Ss 
MAKER! 


100°% 
Kiln Dried 


EASY TO WORK—EASY TO NAIL—EASY TO SELL! 


The natural soft texture and light weight of Ozan Pine 
are qualities builders prefer. They ease their work 
load by building better faster. 

If you haven't tried Ozan Pine, do so today. Your 
builders will show their approval with re-orders and 
compliments — which mean plus business and good 
will for you. 


100% Stored and Loaded Under Cover— 
Accurately Graded — Steel Strapped for 
Safe Delivery — Try a Car Today! 





OZAN LUMBER CO. 
Prescott, Arkansas 


END THE CATALOG MESS! 


Easy opening sections 

a age Ever Ready Catalog Holders 
keep catalog data at correct 
reading angle with both 
hands free. They can be used 

1 sales counters, buyer's 
desks and in warehouses for 
quick reference. Dozens of 
other uses 








ee AN 


No. 12 completely filled with 
ten additional sections. 














Save Time ¢ Temper ¢ Money! 


Ever have the pi pee of searching for a 
catalog for a waiting customer and find it 
Na like looking for “a needle in a hay 
tack Me st likely you were able to find 
ea at a later date — when you 
ere . inting for another catalog. Ever 
Ready ( atalog Holders keep every catalog 
heet instantly available and in place. Each 
section holds one inch of punched sheets 
keeps them in place makes them in- 
stantly removable without disturbing the 
balance. ONLY $5.65 Starts You Off — 
Order Additional Sections As You Need 
Them! 


ORDER TODAY! 
Geneva Mfg. Co., 405 Stevens St., Geneve, fil. 
itlemen: Menace — me: 
We. 12 Evie & n. wide 
eet nilt ty steel, dork, Company 
W . 7 nd 2? sect $5.68 , Afr. of 
Neo. 24 be N j wide ond 
rt pacity 4 sections. f iwth Address 
tw ect $8 eact 
Add"! eet $ 0 Eo City om 
NOTE: | ype Ring Binder 3-p 


Money ‘Back Guarantee! _ 
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MANUFACTURERS 


(begins on page 40) 


the finished installation. Applica- 
tion may be made directly to exist- 
ing walls, or over furring strips. 
The only tools required are a level, 
saw and hammer. Moldings for 
corners, cove, casing and base are 
available in colors and patterns to 
match the panels, if desired. 
Baked by an exclusive process, 
Marlite plank and block are resis- 
tant to moisture, heat, stains and 
alkalies. The soilproof surface is 
easy to clean, stays like new indef- 
initely, and makes periodic paint- 
ing or redecorating unnecessary. 


Curtis Companies Hosts 


Sales Representatives 


Curtis Companies Incorporated 
hosted its salesmen and office sales 
personnel at the home office in 
Clinton, Iowa, last month. Talks, 
demonstrations and panel discus- 
sions on standard and new Curtis 
Woodwork products featured the 
conference. The widened market 
for Silentite windows, Curtis kitch- 
ens and other items was stressed. 

The Curtis Silentite Convertible 
window was among the new prod- 
ucts introduced. It is now being 
shown to dealers and orders booked 
for early delivery. Sales manager 
I. H. Ramsey said it promises to 
be a very popular addition to the 
Silentite window line. A sales con- 
test, advertising and promotion 
were also reviewed by personnel 
from the eight Curtis Companies 
divisions. 


} 


“MERRY-GO-ROUND” DOOR SELECTOR for dealers has beer 


by Ponderosa Pine Woodwork 


New Flintkote Hook-Nail 
To Apply Asbestos Siding 


A fastener has been perfected by 
the Flintkote Co., which is effec- 
tive in applying asbestos siding 
over insulating sheathing. 

The effect of the conventional 
face nailing and head nailing is ac- 
complished in one operation from 
the outside of the wall. The secret 
of the Hook-Nail is the simple en- 





NOTE, Whee driving 
fastener, slight voria 
tions off plumb ore not 
Oobjectionoble—straight. 
ening of hook is not 
necessary. 


HOLDING ARM 


pemmemmemmmmaroe 











SECTION VIEW: PROPER POSITION OF CLIP 


gineering principle of the lever 
which the section detail (above) 
shows. 

Increase in the use of insulating 
sheathing in new construction em- 
phasized need for a satisfactory 
method of applying modern siding 
materials such as asbestos cement 
siding. Insulating sheathing is an 
excellent material both for struc- 
tural strength and insulating qual- 
ities but does not have as good 
nail holding power as solid wood 
sheathing; if it did, it would not 
be a good insulating material. 

While several methods of apply- 


introduced 
It saves time, space and money for the retail 
lumber dealer and puts door selection on a self-service basis 


Accurate wood 
miniatures (114” scale) are mounted on a sturdy, revolving drum on an iron 
stand finished in blue-gray enamel The display holds 10 tiny, precision- 
made doors finished in natural wood tones, lacquered for easy dusting, or 
nine doors and a plastic pocket for literature. The ‘‘Merry-Go-Round,” which 
is 17 inches high, 15 inches in diameter, enables the dealer to show a wide 
choice of doors without increasing inventory, and is suitable for counter, 
table or window display. It is being offered to dealers at cost by Ponderosa 
Pine Woodwork, Chicago. 
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THE NEW FLINTKOTE HOOK-NAIL 
is very simple but effective in apply- 
ing asbestos siding over insulation 
sheathing. 


ing asbestos-cement siding  shin- 
gles over insulating sheathing have 
been used the last few years, none 
of them satisfied the Flintkote re- 
search department. 

In testing the holding strength 
of the new fastener, the asbestos 
shingles actually have to be broken 
before the Hook-Nail can be pulled 
out. By using the four head nail 
holes, accurate alignment of each 
course of shingles is assured. 

It has received the blessing of 
such government agencies as FHA. 


Clark Offers Equipment 


Leasing Plan Nationally 


Clark Equipment Co., manufac- 
turer of a broad line of industrial 
fork-lift trucks, towing tractors, 
straddle carriers and related mate- 
rials handling equipment, is es- 
tablishing immediately a low-cost 
equipment-leasing program to op- 
erate through its dealers on a na- 
tional basis, announced W. E. 
Schirmer, vice-president. Finan- 
cial arrangements for the program 
were worked out with the Harris 
Trust & Savings Bank, Chicago. 

“The program is not intended to 
promote the leasing of equipment 
in preference to outright pur- 
chase,” Schirmer said. “Instead, it 
is being offered as a service to 
those who need a low-cost leasing 
arrangement. It is particularly at- 
tractive today because it frees 
working capital. 

“The leasing arrangement avoids 
the necessity of expending any 
capital funds, for there is no down 
pavment or advance money re- 
quired,” he pointed out. 

Under terms of the program, the 
dealer is the owner and _ lessor, 
with Clark Eauipment Co. provid- 
ing the direct financing. Equipment 
is leased to the customer for a 
three- or a five-year period, with 
each annual rental, payable in 
monthly installments, being a de- 
clining amount based on the ap- 
proximate rental value of a ma- 
chine of varying age. Included in 
most lease agreements is the deal- 
er’s regular preventative mainte- 
nance contract. At the end of the 
periods, the lessee has an option 

(continued on page 44) 
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NATION-WIDE PUBLICITY Is 
MAKING IT EASIER THAN EVER 


Cash In! 


Stock and display 
Perforall and 
HANDY-HOOKS 


Every way you turn these days you see 
another national magazine article or 
newspaper story on the almost 
unlimited uses for perforated 
hardboard. This high-powered publicity 
is building an insistent, growing 
demand that makes it easy to sell 
Perforall simply by displaying it. 


A naturally related item to 
step up your unit of sale. 
200 styles for all uses. 


ee ee Pel 
———— 


Write for details, prices and name 
of your Perforall Distributor 


Perforoall is a product of 
Woodatt |noustRies |Nc. 
7563 E. McNichols Rd. @ Detroit 34, Mich. 











PREFERRED cri nsstavation 


IMPROVED VINYL-PLASTIC 


Available in both low-cost standard gauge 
and ‘%e” heavy-duty thickness. 
Vinyl-Plastic throughout—no felt backing. 
Lasts for years! 

Can be installed on, above or below grade. 
Resists dirt, grease, acid, alkali and fire. 
13 striking color combinations. 

Write today for full details! 


DEPT. M3-12 


FLOORING 
SINCE 1929 


MOULTILE, INC. 


Joliet, Il. * Long Beach, Calif. * Newburgh, N. Y 
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WOK, 


WAPOA ANA niu 
H > new, better 


N =» extra competitive 
r= WEDGE-RITE 


OVERHEAD GARAGE DOOR SETS 


FEATURE 


@ OFFSET TRACK! 

@ GRADUATED HINGES! 

@ ELECTRO-GALVANIZED FINISH! 

@ ALL STANDARD SINGLE & 2-CAR SIZES! 
@ AMAZING LOW PRICE! 


"WEDGE-RITE” offers you superior quality, premium 

features and sensationally low prices 

There's a “WEDGE-RITE” set for every need: single cor 

sizes from 8'x6'6" to 9'x7'; 2-car sizes from 147’ to 

16'x7"; and commercial sizes from 9x9 to 20'x12’ 
for doors 14s" of 1'4" thick 





DOOR SECTIONS! Truck load or carload lots in 
stock sizes. Kiln-dried, Douglas fir, dowel construc- 
tion. Lowest prices! 





WRITE FOR FULL INFORMATION 
AND PRICES! 


DOR-SET CORPORATION 


1641 N OLDEN AVE. EXT. TRENTON 8 NEW JERSEY 


iq r FPROPF/TS FOR 
LELMAL ELL 
oy SL MEM-D-GLAS fr, 


IT MAY PAY YOU WELL to get 
full details on economies now possible 
through use of these shatterproof, 
translucent, chemical-glass sheets. 








Only one of its type L.A. Code Ap- 
proved as “Flame resistant.”’ Colorful. 
Colorfast. Fadeproof. Maintenance- 
free. No paint needed—ever. Pre- 
cision-molded under 400,000 Ibs. to 
give greater strength of 26,000 psi, 
and absolute uniformity throughout. 
5 colors in flat, or exclusive RIBBED 
shape so easy to install without costly 
special moldings. Small %” rib over- 
lap saves up to Se per sq. ft. Get facts! 


‘Tomorrow's Product"’—available today. 
For complete facts, prices, free “Idea 
Folder” or name of nearest dealer, tear 
out coupon, now. Mail when convenient, 


FLAT CHEM-O- 
GLAS ENDS 
BREAKAGE 

Use as replacement 

for standard sash. 


CHEMOLD COMPANY, Dept. AL 
2000 Colorado Ave. 

Santa Monica, Calif. 

RUSH ME: [)jChem-O-Glas “Idea 
Folder.” []) Name of nearest dealer. 
() Dealer franchise data. 


NEWEST USE: To 
replace glass in 
Jalousie or Louver 
Windows. “Leta 
light in; keeps 
sight out.’ 5 colors. 
(Dealers: write for 
franchise details.) 


Address 











(To obtain more data on advertised products see page 51) 





MANUFACTURERS 


(begins on page 40) 


of extending the lease on a year-to- 
year basis. 

“The Ciark leasing program is 
attractive to the customer because 
of the low direct cost of leasing,” 
Schirmer said. ‘‘For the extra cost, 
the customer gets use of working 
capital, which should earn more 
than the interest cost before taxes. 
The customer also receives a cer- 
tainty of tax write-off in the three- 
or five-year period, as well as pro- 
tection for additional years’ use at 
low rental rates. The elimination 
of an option-to-purchase clause, 
we believe, will prevent the lease 
from being a conditional sale for 
Federal tax purposes.” 


King Industries Expand 

G. H. King, president of King 
Lumber Industries, Canton, Miss. 
announced the purchase of the 
Louisiana Central Lumber Com- 
pany’s flooring plant in Monroe. 
Manufacturing facilities include 
two flooring units, dry kilns and 
power plant. 

King said that there will be an 
uninterrupted flow of the same 
high quality hardwood flooring. 
The same operating personnel is 
being retained. Sales will be han- 
dled by George T. Stapleton, King 
Lumber Industries’ sales manager, 
from the general office in Canton. 

King Lumber Industries has 
grown into one of the most diver- 
sified lumber operations in the 
south and now includes, in addi- 
tion to the flooring plant, a double 
band saw mill with resaw, a com- 
plete furniture dimension plant, 
and a creosote treating plant, all 
at Canton, and a single band mill 
with resaw at St. Francisville, La. 
G. H. King, Baton Rouge, is pres- 
ident and general manager. Other 
officers include G. H. King, Jr., 
vice-president and treasurer; G. T. 
Stapleton, vice-president and sales 
manager, and Hermon Dean, sec- 
retary, all of Canton. 


Northwestern Hardwood 
Meeting December 2 


The Northwestern Hardwood 
Lumbermen’s Association will hold 
its 65th annual meeting December 
2 at the Dyckman hotel, Minne- 
apolis. A business session, the 
president’s report by Hill E. 
Youngblood, committee reports and 
election of officers is on the pro- 
gram, said secretary A. F. Wells- 
ley. Dinner and color mction pic- 
tures by Harry E. Dean will wind 
up the day. 


Celebrates 10th Year 
U.S.-Mengel Plywoods, Inc., now 
one of the largest distributors of 
plywood and allied products, is 
celebrating its tenth anniversary. 
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CELOTEX OFFICIALS hosted direc- 
tors of the NAHB at the fall board 
meeting in New Orleans last month. 
Over 500 delegates and wives were 
entertained at a reception and later 
a tour of the Celotex Marrero, La., 
plant. Marvin Greenwood, left, vice- 
president and general sales manager, 
and Gates Ferguson, right, director 
of advertising, show two Home 
Builders directors around Celotex 
Park, where a complete display of 
insulation board products surround- 
ed the pavilion. 


Manufacturers Announce 


J. B. Edens was elected presi- 
dent of Southwest Lumber Mills at 
the recent annual director’s meet- 
ing in McNary, Ariz. He succeeded 
J. E. Clifford, in office since 1950, 
who was elected executive commit- 
tee chairman. Edens announced 
the election of Freeman Schultz as 
vice-president in charge of the 
Flagstaff division and Richard L. 
Kemp as vice-president in charge 
at McNary. Schultz was executive 
vice-president and general man- 
ager of Saginaw & Manistee Lum- 
ber Co., Flagstaff, and Kemp’ went 
to Southwest August 1st from the 
Paul Bunyan Lumber Co., Susan- 
ville, Calif. 

Aetna Plywood & Veneer Co., 
Portland, Ore., appointed Phillip 
Klupenger man- 
ager of its west 
coast lumber 
purchasing divi- 
sion, announced 
Don L. Davis, 

Jr., vice - presi- 

dent. Hehas 

been in the lum- 

ber _ business is 

since 1943, in 
retail vards, 
wholesale jobber warehouses, saw- 
mills and lumber brokerage. Klup- 
enger helped organize and was first 
manager of the Copeland Whole- 
sale Co., branch of the J. W. Cope- 
land Yards, largest west coast re- 
tail dealers. He was also with 
Pleier Lumber Co. and McCormick 
Sales, Inc., wholesale companies, 
before Aetna. 


Gordon M. Quarnstrom was 
named director of public relations, 
service bureau, of the American 
Wood - Preservers’ Association, 
Washington, D. C., announced E. 
J. McGehee, bureau board chair- 
man. Quarnstrom will headquarter 
in Chicago. 


Klupenger 


Ruberoid Co. employes in all 
plants and offices observed the 
67th anniversary of the company 
October 20 with special tribute to 
the “‘Twenty-Fivers,” a group of 
370 employes with the company 
continuously 25 years or more. 
Herbert Abraham, president, gave 
a luncheon in New York for 12 
members there, at which secretary- 
treasurer George F. Bahrs became 
a “twenty-fiver.” The Ruberoid 
Co. had a force of 18 people when 
it started in 1886. It has 4,600 
people today producing asphalt 
roofing and asbestos-cement build- 
ing products in 16 plants. 


Armstrong Cork Co. announces 
a new improved color, “new white 
finish,” is being used on all stand- 
ard Cushiontone acoustical tile 
since October 15, according to 
James V. Jones, manager of Arm- 
strong’s lumber dealer products de- 
partment. It is an ivory white and 
meets federal specifications for 
washability, with a light reflection 
factor of 78%. There was no 
change in Cushiontone with flame- 
resistant finish. 


The BeadeX Mfg. Co. has _ in- 
stalled additional equipment in its 
new plant at Seattle, climaxing 
the steady growth of the product 
fabricated from hard metal strips 
formed to a right angle to which 


is glued a joint tape with rubber- 
base adhesive under pressure for 
deep waterproofing and perfect 
lamination. BeadeX was started in 
1948 in the home workshop of Art 
Dunlap, jead of the firm and now 
an authority on drywall construc- 
tion. 


Walter E. Seleck & Co., Chicago, 
announced the addition of Peg- 
Board panels and metal hangers 
to their line, according to Frank 
H. Williams, promotion manager. 


Protection Products Mfg. Co., 
Kalamazoo, named Robert W. Wad- 
ington advertising manager, said 
S. O. Hall, executive vice-presi- 
dent. He will handle an accelerated 
program on Woodlife, P.A.R., Rain- 
chek and all other chemical pre- 
servatives produced by the com- 
pany. 

Martin-Senour Co., paint manu- 
facturer, premiered its color-slide 
film, “Color Comes of Age,” for 
the Fort Wayne chamber of com- 
merce November 4. More than 150 
builders saw how colors are used 
in modern homes and offices and 
heard William M. Stuart, presi- 
dent of the company, speak on 
“Current Color Trends.” 
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ALL ABOUT WHOLESALERS 





PANEL DISCUSSION members talked on ‘‘How to Better Dealer-Distributor 


Relations’ at the Wational Building Material Distributors’ annual 


Chicago, November 12-13. 


meeting, 


Panel members were, left to right, Jack Parshall, 
executive editor, Building Supply News, moderator; Robert A 


‘ Jones, execu 


tive vice-president, Middle Atlantic Lumbermen’s Association; W. H. Badeaux, 


secretary, Northwestern Lumbermen’s 
Torrence, secretary, Ohio Association of 


Association, and inset, Findley M. 
Retail Lumber Dealers 


NEW PRESIDENT of the NBMDA is 
H. M. Dooley, Saginaw, Mich., who 
was elevated from vice-presidency, 


NBMDA Stresses Better Dealer Relations 


Questions on dealer profits, orderly distribution and 
jobber policy answered by dealer association secretaries. 


“The average retail lumber deal- 
er is the most efficient warehouse 
distributor in the world,’’ Robert 
A. Jones, executive vice-president, 
Middle Atlantic Lumbermen’s As- 
sociation, told the National Build- 
ing Material Distributors at the as- 
sociation’s annual meetng, La Salle 
hotel, Chicago, November 12-13. 

“How to Better Dealer-Distribu- 
tor Relations” was the theme of 
the panel discussion. Other mem- 
bers of it besides Jones were Find- 
ley M. Torrence, secretary, Ohio 
Association of Retail Lumber 
Dealers; W. H. Badeaux, secretary, 
Northwestern Lumbermen’s Asso- 
ciation, and Jack Parshall, editor, 
Building Supply News, moderator. 

“The only way we can get every- 
thing out of our business today is 
to work together as a team,” added 
Jones. “There’s enough brains in 
this room—-dealers, manufacturers 
and our friends of the trade press 
included—to sit down with us this 
afternoon and work out all our 
problems.” 

He described the manufacturer- 
dealer coordinating committee as a 
wonderful experiment, minus a 
vital element—the warehouse job- 
ber. “There’s a need for you fel- 
lows,” he told the NBMDA. “You 
are the most perfect liaison be- 
tween manufacturer and dealer. 


“Entitled to 10% Profit’ 
“A 2% profit is not good,” he 
continued. “We believe, and the 


Burtptnc Propucts MERCHANDISER 


government believes, that dealers 
are entitled to a 10% profit. Now 
better than 25% of our dealers are 
making that 10%. Art Hood 
worked out this theory years ago.”’ 

“We believe in dealer distribu- 
tion,” said Bill Badeaux, “but we 
have no right as an association to 


HEADLINERS AT THE CONVENTION 


try to set jobber policy.”’ He said 
the second biggest dealer problem 
today is merchandising. 

“Retail channels equal orderly 
distribution,” said Torrence in his 
turn as panel speaker. He asked 
the distributors to be more toler- 
ant in their attitude toward what 
is “ethical distribution.” 

Torrence reminded the meeting 
that when mail-order houses ad- 

(continued on page 46) 


were Arthur Hood, editor, American 


Lumberman, left, who spoke on ‘‘Making Merchandising Partners of Lumber 


Dealers’; John P. Ashton, Des Moines, 


who retired from office after serving 


as president of NBMDA since its inception, and R. R. Maylone, Syracuse, right, 


program committee chairman, who 


was 


elected new vice-president. 
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WHOLESALERS 


(begins on page 45) 


vertised, “Buy direct and save the 
middleman’s profit,” they discov- 
ered the public didn’t care and so 
mail-order houses have many re- 
tail outlets today. 

The panel discussion was active 
and brought the dealer members 
dozens of questions from the dis- 
tributors, despite an opening re- 
mark from the floor by Harold 
Sparks, Lumberyard Supply Co., 
St. Louis: “You association secre- 
taries defined our problems so mar- 
velously that we don’t have any 
questions to throw at you.” Sparks 
served as treasurer of the NBMDA 
until the current election. 
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To a question of how to get deal- 
ers to read manufacturers’ litera- 
ture, Jones replied, “I have yet to 
see a piece of literature from a 
jobber with a statement of your 
policy. Couldn’t you put on paper 
what you want from us dealers, 
and let us put down what we want 
from you?” 

Another distributor asked, 
“What are we going to do with 
dealers who give away the discount 
we're entitled to—our just, func- 
tional tool?’’ Badeaux said his as- 
sociation is trying to clean out 
“wholesale dealers.” Sparks said 
he believed both some manufac- 
turers and dealers had bypassed 
the wholesaler. 

“Dealers can never protect you 


for lifetime beauty 


Your contractors and carpenters will like the sales appeal and easy 
installation qualities of Ozark Brand Oak Flooring. Fifty, even one 
hundred years from now, Ozark Oak Flooring will be as beautiful and 
durable as the day it is laid—and it’s easily laid. 

Produced from fine quality, Missouri altitude-grown Oak stock, Ozark 
flooring is unusually strong, yet takes only minimum sanding and 


finishing. It's ey 
accurately milled—an 


seasoned in Moore Cross-Circulation kilns— 
precisely graded to NOFMA standards. It is a 


flooring that sells itself to homeowners, industry and your builders. 
It's a flooring that means extra profits for yov. 





ing. 
“Fine Flooring 
Since 1927” 








© 
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Carefully bundled for safe arrival and easy unload- 
; Place your order todayl 


THE OZARK OAK FLOORING CO. 


—re 7 


BISMARCK, [7771 
MISSOURI Va) 


November 





on a ‘standard discount’,” said 
Torrence; “we shrink from compe- 
tition.”’ 

A distributor declared, ‘““We have 
been living for a long time with a 
guilt complex—because of ‘ethics.’ 
All of the big retailers in Detroit 
are wholesalers. So we don’t sell 
them; we compete with them for 
industrial business.” 

At the beginning of the panel 
discussion, the program committee 
chairman, R. R. Maylone, an- 
nounced that there had been so 
many requests for the talk by Art 
Hood, editor of American Lumber- 
man, that copies would be made 
available to the NBMDA members. 
(The talk, “Making Merchandising 
Partners of Lumber Dealers,” will 
also be printed in the December 14 
issue of American Lumberman.) 


Ashton Cites Growth of NBMDA 

President John P. Ashton, Ash- 
ton Wholesale Service, Des Moines, 
opened the convention. In his talk, 
“Meeting the Challenge,” he cited 
the growth of NBMDA from 16 
members in June 1952 to more 
than 150 now. 

“If you’ve been doing business 
recently the same way you’ve been 
doing it for 20 years, the chances 
are you're doing it wrong,” said 
Ashton. “It is a wasteful distribu- 
tion method that bypasses the 
wholesaler; manufacturer and re- 
tailer would assume the costs if 
we were to go. They are not 
equipped to move goods.” 

The audience stood to applaud 
the featured speaker at the meet- 
ing, Hon. Everett M. Dirksen, sen- 
ator from Illinois, who gave an ex- 
cellent talk, “America Today.” He 
was introduced by Jack McCarthy, 
secretary, Illinois Retail Lumber 
Dealers Association. 

Other speakers were Phil Han- 
na, financial editor, Chicago Dailv 
News, on the building outlook for 
1954: R. GC. Keek of MacLeish. 
Spray, Price & Underwood on legal 
tonies. and H. W. Prentis, Jr. board 
chairman, Armstrong Cork Co., on 
“Distribution Through the Whole- 
saler.” (The talk bv Mr. Prentis 
also will be printed in the Decem- 
ber 14th issue of American Lum- 
berman.) 

H. M. Dooley, Dooley Distribut- 
ing Co., Saginaw, Mich.. was elect- 
ed nresident, succeeding Ashton. 
R. R. Mavlone, Saltpoint Sunvly 
Corn.. Svracuse. was elected vice- 
nresident. W. L. Shea, Building Ma- 
terial Wholesalers. Charlestown. 
Mass.. was elected treasurer and 
S. M. Van Kirk was re-elected gen- 
eral manager. 


N. J. Wholesale Business 


Opened by Friedburgs 
Wholesale Building Supply Co. 
was opened near Brielle, N.J., on 
Route 70 by Abe, Al and Matt 
Friedburg, brother owners. 
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USP Sets Up Wholesale; 
Lundberg Heads Division 


Principal eastern cities from 
Boston to Miami, have been desig- 
nated outlets for the new whole- 
sale lumber division of United 
States Plywood Corp. headed by 
A. H. Lundberg, veteran eastern 
lumberman. Company branches 
serve as distribution points. Plans 
call for the incorporation of all 
60 of the company’s distribution 
units in the marketing of not only 
surplus lumber from its own tim- 
ber operations in connection with 
plywood plants but for lumber pur- 
chased on the open market as well. 

Lundberg, who is making his 
headquarters in Portland, Ore., 
served for 21 years with Plunkett 
and Webster Co., New Rochelle, 
N.Y., rising to sales manager. 

U. S. Plywood’s lumber division 
will specialize in west coast tim- 
bers, including Idaho and sugar 
pine, white and Douglas fir, Engel- 
mann spruce and redwood. 

Established after a three-year 
exploratory study of the lumber 
markets throughout the country, 
the new lumber division will launch 
one of the most important steps 
U. S. Plywood Corp. has under- 
taken in some time. 


River Lumber Co. to Store 
Wholesale in Detroit 


A new method of distribution of 
wholesale lumber was_ revealed 
October 30 by the River Lumber 
Co., which opened in Detroit a 
five-acre lumber terminal where up 
to 20,000,000 feet of lumber being 
shipped to eastern markets by 
western mill owners may be tem- 
porarily stored until a satisfactory 
sales contract with a dealer has 
been arranged. 

The new terminal was formerly 
the site of one of Michigan’s larg- 
est retail lumber yards and con- 
tains 55,000 square feet of one- 
story cement block warehouses and 
sheds with concrete floors. 

“Some individual companies do 
have their own warehouses,” Don- 
ald E. Werby, president, said, “but 
this is the first time warehouse 
and storage facilities have been 
provided in a strategic place for 
all mill operators.” 

River Lumber Co. provides na- 
tional sales representation for 
hundreds of independent mill own- 
ers throughout the country. “We 
are able to stop a car of lumber in 
Detroit,”” Werby explained, “un- 
load it, and hold it until the mar- 
ket stabilizes, or a suitable buyer 
is found. Then we can reload the 
lumber and ship it on east to its 
destination without incurring any 
additional shipping charges. Our 
own mills do not pay anything for 
this extra service, but other mill 


Buttpinc Propucts MERCHANDISER 


owners who use our terminal are 
charged nominal handling costs.” 

Werby noted that the new dis- 
tribution plan is aimed at one of 
the major problems of the lumber 
industry. ‘“‘As fast as most mills 
produce their lumber, it must be 
shipped out,” he said. “Therefore, 
while a carload of lumber travels 
eastward, where 85° of the mar- 
ket is located, a lot of things can, 
and usually do, happen,” he said. 
“The price may drop, there may be 
no immediate market for the par- 
ticular lumber in the car, or the 
customer may want to revise his 
order in some way.” 





OBITUARIES 


RICHARD REINKING, 27, and 
his wife Camille were killed in an 
automobile accident. He was plant 
manager for the A. C. Reinking Lum- 
ber Co. in the Fairfax district of Kan- 
sas City, Kan., and a former SMU 
and later pro football player 


JOHN F. BONNEVILLE, 64, well 
known old-timer in the lumber in- 
dustry of the inland empire, died 
recently. Bonneville worked at the 
same desk in Gibbs, Ida., for 34 years, 
first as office manager for the Win- 
ton Lumber Co., and more recently 
for its successor, the Northwest Tim- 
ber Co. 














Here's how YOU WILL PROFIT 


by selling AETNA plywood in the big 
Building and Home Repair Market 


YOU WILL PROFIT by selling Aetno’s uni- 


form high quality stock in a full range of sizes and 


AETNAPLY PRODUCTS 


Plywood 

Hardwood and 

Fir in all sizes 

and grades 
Over 50 species of 
Plywoods and Veneers 
Foreign and Domestic 
Cupboard and 
Flush Doors 
Glues and 
Sealers 

. 

24-hour shipping 
service 


grades. Quality products mean repeat orders. 


YOU WILL PROFIT by Aetno’s wide variety 
of plywood from mills all over the world. No need 
to miss orders for lack of stock—lack of species, 
grade or size. 


YOU WILL PROFIT by Aetna’s quick deliv- 
ery. Save space. Keep your inventories down. Keep 
the sales curve up. Aetna’s 24-hour Shipping Serv- 
ice assures you of ample stock to meet your sales. 


Write for Aetna’s New Price Lists TODAY! 


AETNA PLYWOOD & VENEER CO. 


1732 N. Elston Avenue e 


Chicago 22, Ill. 
ARmitage 6-7100 


Branch Warehouses: Grand Rapids, Indianapolis, Detroit, Rockford 


| Call AETNA for PLUS VALUE in PLYWOOD 
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THE LUMBER MARKET 


Fir Plywood Orders 
Lead Production 


Fir plywood orders continued to 
lead production for the week end- 
ed November 7, according to the 
Douglas Fir Plywood Association. 
Information is from 75 reporting 
mills. 

Orders totaled approximately 92 
million feet, compared with pro- 
duction of 67,895,000 feet, 95.57 
of capacity. In the preceding week, 
orders totaled approximately 114 
million feet, the record weekly vol- 
ume, compared with production of 
64,783,000. This is the third 
straight weekly period orders have 
exceeded 90 million feet. Ship- 
ments were 65,745,000 feet, 92.4% 
of capacity, compared with 71,108,- 
000 a week before. 


Market Unchanged 
In Seattle Area 


The lumber market here is sen- 
sitive and hard to determine. Any 
sudden need for wood products 
would rapidly firm prices. Mean- 
time quotations run from about the 
same to slightly less. 

Mills have high inventories and 
are anxious to sell. Some small 
mills are in poor position. In the 
fir markets green dimension has 
both firmed and softened in the 
past fortnight. Boards are easy due 
partly to plywood competition. 
Cargo lumber for the east coast is 
up to $58 for dimension and this 
market tends to strengthen the 
overall pattern. 

Hemlock is about the same with 
Canadian pressure off. A strike af- 
fecting some 40 mills in British 
Columbia is still on. Cedar siding 
is highly competitive and most 
deals depend upon individual dick- 
er. Prices of principal items are 
soft to lower. Pines remain steady 
and in fair demand with low 
grades moving slowest. No. 3 Idaho 
white pine is soft. Sugar pine is 
steady. 

Ail grades of shingles are a 
shade off in price due to poor de- 
mand. Shingles appear to be in 
fair supply. No. 3 and better spruce 
boards have dropped $5 to $6, but 
cimension is the same. 

Log supplies for the three dis- 
tricts of Puget Sound, Grays Har- 
bor and Columbia River as of No- 
vember 1, reveal a big inventory 
but 28 million less than a year ago. 

The CIO strike prevented the 





figures from exceeding the total of 
last year. Puget Sound reported 
546 million feet or four million 
more than a month ago and 14 mil- 
lion under a year ago. Grays Har- 
bor had 101 million which is 21 
million more than October 1. A 
year ago the district had 120 mil- 
lion. Columbia River figures are 
closely parallel. 


Prices Holding 
At Kansas City 


While business with the mills in 
recent days continues slow, more 
encouragement is gleaned from the 
fact that retailers’ inventories are 
exceptionally low and that orders, 
when placed, demand immediate 
shipment. Retailers, it would ap- 
pear to the mills, are biding their 
time and limiting their business to 
immediate needs. 

As a result there has been spotty 
price decreases as some of the larg- 
er mills reduced prices to meet 
competition of the small mills. 
Price lists, however, are not being 
shaved by the large mills, but in 
those cases where production is 
outstripping demand of the normal 
trade, the mills are cutting prices 
to absorb some of the output. 

Generally speaking, the price on 
No. 2 1x6 boards is about $80 per 
thousand, but some of the better- 
named mills have offered this grade 
as low as $75 in recent days in or- 
der to meet competition. In the 
case of 1x8 boards, the going range 
is $80 to $85 and little of the $85 
price is obtained by the mills. 

Inventories of the mills are larg- 
er than they have been at any time 
this year, but this probably will be 
worked off in the weeks to come as 
the weather turns bad and crews 
are unable to get into the forests. 
The mills are more active and step- 
ping up their cut of hardwoods be- 
cause of the strong prices still pre- 
vailing on oak and gum. When the 
rains come the mills will be un- 
able to get into the lowlands and 
will have to shift back to yellow 
pine cutting. 

Price changes for dimension 
have been negligible, with 2x6’s 
bringing $80 to $85 and 2x8’s at 
$85. 


Lumber Shipments 


4.2% Below Production 
Lumber shipments of 509 mills 

reporting to the National Lumber 

Trade Barometer were 4.2% below 


production for the week ending 
November 7, 1953. In the same 
week new orders of these mills 
were 4.3% below production. Un- 
filled orders of the reporting mills 
amounted to 30% of stocks. For 
the reporting softwood mills un- 
filled orders were equivalent to 19 
days’ production at the current 
rate, and gross stocks were equiva- 
lent to 60 days’ production. 

For the year to date, shipments 
of reporting identical mills were 
2.2% above production; new or- 
ders were 1.3% above production. 


Western Pine Orders 
Below Last Year 


Orders for western pine lumber 
and associated species decreased 
for the week ended November 7, 
and they were well below the cor- 
responding week a year ago, the 
Western Pine Association reported, 
based on information from 122 
mills. 

Orders totaled 70,438,000 feet, 
compared with 82,520,000 the pre- 
ceding week and 76,718,000 the 
corresponding week a year ago. 
Similar comparisons of shipments 
are 72,946,000, 82,017,000 and 82,- 
286,000 and for production 77,478,- 
000, 79,669,000 and 80,895,000. 

This week shipments were 5.8% 
below production and orders were 
9.1% below production. Orders 
were also 3.4% below shipments. 
Weekly averages for the three pre- 
ceding years were: orders, 68,314,- 
000; shipments, 82,286,000; and 
production, 80,895,000 feet. 


Southern Pine Orders 
14% Below Last Year 


Orders for southern pine lumber 
decreased for the week ended No- 
vember 8 and they were a good 
14% less than the corresponding 
week a year ago, according to fig- 
ures released by the Southern Pine 
Association, based on information 
from 109 mills. 

Orders totaled 151,526,000 feet 
compared with 15,898,000 the pre- 
ceding week and 18,061,000 the 
corersponding week a year ago. 
Similar comparisons of shipments 
are 14,656,000, 16,937,000 and 17,- 
790,000 and for production 17,- 
920,000, 18,099,000 and 19,720,000. 

Expressed in percentages from 
the preceding week orders were off 
2%, shipments were down 13.4% 
and production was off only .99%. 
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Lumber Prices at Press-Time REDWOOD 


Hevel Siding 

The following index is intended merely as a check on buying practices, It is x 4 

a compilation and average of mill prices at press time and should not be con- x8 
sidered as current on the day the magazine is received. The prices should be tax 6 
useful in following market trends and as a check on purchases made approxi- 00 
mately ten days before receipt of the magazine. Mx 6 
ux 8 


G. Clear 
Clear 
Clear 
Clear 

i. Clear 
Clear 
Clear 
Clear 

4x10 Clear 
¥%x12 Clear 


DOUGLAS FIR WESTERN PINES Note: A grade V 


$5.00 less for '), % an 


» 


>>rr>>> 


AAAS 
>, 


Redwood Siding 
1% in above sizes 


Vertical Grain Flooring Ponderosa Pine 
x4 Bey 5 sehee Selects an 1x10 V.G, Clear All Heart... 240.00 
; ; 28 or 48 4/4 RW g , 1x12 V.G. Clear All Heart 250.00 
Flat Grain Flooring C&Btr RL 250.00 255.0 26! Note: Deduct $15.00 for A Grade 
1x4 130.00 25 £0.00 Shop, S28 3 
1x6 155.00 3 105.00 Z ‘ Finish 
Drop Siding 6/4 ef adi : 00 110.06 Ix 4 Clear Heart S48 ; 165.00 
; 1 
1x6 (Pat 106) 155.00 150 95.00 


Anzac Siding 


teres 142.00 110.00 Ix 6 Clear Heart S48 185.00 
fp : Commons, S2 or 48 Ix 8 Clear Heart S48.. 200.00 
1x6 (Pat PlI6) 155.00 150 90.00 2&Btr. No. 2 No. 4 0 Clear Heart S48... 215.00 
Ceiling te oe! See 2 65.00 F x12 Clear Heart S48... 225.00 
oP > 
x4 2 23.00 60.00 Ixl2 RL ... o0.00 $9.00 Note: A Grade 1x4, 1x6, 1x8 deduct 
aa 195 190 00 80 00 Idaho White Pine $10. 1x10 and 1x12 deduct $15 
Selects S2 or 48 
Boards and Shiplap and 2” (Green) 3 1x6 1x8 1x10) 
1x6 1x8 Ix10 1x12 C&Btr 265, 265.00 265.00 270.00 
58.00 59.00 58.00 60.00 D RL 225 225 225.00 240.00 
D 00 53.00 53.00 65.00 Commons, S82 or 48 
; 14.00 16.00 $4.00 16.00 No. 1 No. 2 No. 32 
' Ix 6 ‘ 143.00 98 00 
Dimension 1x12 ? 184.00 149 00 8 00 WESTERN HEMLOCK 
6° 00 ant Py ote 61.00 Sugar Pine wrt or 48 ‘ Vertical Grain Flooring 
63 62.00 61.00 60.00 © = 00 os AB ss {Rw s&Btr Cc D 
63.00 62 59.00 61.00 61.00 4 500 27000 230 +4 ree 150.00 140.00 100.00 
10 61.00 62 61.00 6100 61.00 + +44 


“4 225.00 240.00 240.00 
1? 61.00 59 59.00 61.00 61.00 





61.00 


Flat Grain Flooring 


2 Dimension No. 1 No. £ No. 3 1X4 wwe ee eee ee 135.00 120 75.00 
: —_ f r : t ‘ 157.00 ? 80.00 1x6 eee rere 0 100.00 
4 7.00 7 54.00 g FDO » > 4 
56.00 5k 0 57.00 4 57.00 eee -+- 157,00 -o0 80.00 


s 
5R.00 57 54.00 56.00 Drop Siding 





6.90 18 56.00 56.00 i —— 


56.00 


‘ 1x6 (Pat. #106) 140.00 135 95.00 
00 64.00 56 56.00 OAK FLOORING Ix6 (Pat. #116) 140.00 18 95.00 


a Clear Pin 4)x2% 4x1! x2 Y4x1) Ceiling 

38.00 White 185.00 155.00 177.00 162.06 4x4... 105.00 100.00 70.00 

3:08 mage 189.00 165.00 177.00 162.00 ‘= ae 110-125 105-110 90.00 

2x ; : 

2x10 29.00 Sel. Plain 

2x12 27.00 White 1 
(Add $10-12 for dry lumber) Red 1 


. 3 Dimension R/L Only 


we - Hoardsa and Shiplap and 
49.00 145.00 167.00 152.00 2” (Dry) 
78.00 150.00 167.00 152.00 , 1x10 
#1 Com, No 76.00 75.00 
——— * ed »¢ ol 
Pin. White No ; 69.00 67.00 


RED CEDAR SHINGLES £ied $0.00 120.00 125,00 MO 52.00 52:00 


#2 Com, . Dimension 

gy — Pin. White YY Sa ee ee 

No. 1 24 13.25-13.5 & Red 110.00 70.00 4 63.00 63.00 66.00 66.00 

No. 2 ‘ e ox. wos 2x 6 63.00 64.00 63.00 66.00 

No. 3 24” ‘ 3.85 #1 Com, 2x § 65.00 64.00 638.00 63.00 
*erfecti + 2x10 628.00 65.00 68.00 63.00 
Perfections : . : . - 2x12 63.00 63.00 63.00 63.00 

No. 1 ad 5/2 10.00-1 . 1% 115.00 80.00 17.00 vi 

No. 2 a aa 4.59-4.75 F.0O.B. Memphis mills No. 2 Dimension 

No ; . 0 oede % 4 50.00 59.00 6200 §2.00 
XXXXX LS 2x 6 59.00 60.00 69.00 62.00 
N 1 16! ‘ 25-8! 2x § 61.00 61.00 69.00 569.00 
No. 2 6” 5/5 +; SOUTHERN PINE 2x10 69.00 61.00 59.00 59.00 
No. 3 6” B/S ‘ . 


°x12 59.00 59.00 59.00 69.06 











uci Vertical Grain aaa No. 3 Dimension R/L Only 
&PRtr 


‘ D 
WESTERN RED CEDAR 1x4 Heart ....233.00 223.00 183.00 
Flat Grain Flooring 
Prices for red cedar siding in mixed 1x4 ;.00 155.00 120.00 
cars, new bundling, 6 to 16° are: 1x6. 218000 17000 130,00 
Beveled Siding, ' Inch Drop Siding 

‘ ‘I a : 1x6 (Pat. #106) 175.00 165.00 125.00 
xs pee + fA! 45 1x6 (Pat. #116) 175.00 165.00 125.00 

5 inch ; h, hE 


x6 fy ( f Boards & Shiplap ENGELMANN SPRUCE 
xg 120.00 115.00 1x6 1x8 1x1? 

‘le ; te d No. 1 ..104.00 107.00 ’ 143.00 Boards and Shiplap (dry) 

Cle ar Bungalow Siding, a Inc h No. 2 72.00 81.00 &8.00 1x6 1x8 1x1 

& inch 155.00 150 00- : No. 3 .. 63.00 68.00 67.00 No. ®2&Rtr 116.00 110.00 110.060 

10 inch + +++ 190.00. 180-185 No 8&Rtr 69.00 71.00 

12 inch 190.00 185.00 5 No. 1 Dimension ; 


- ae — 14’ 16’ 1 20° No. 1 
Finish B and Btr. S82 or 48, 9 9200 45 ; 105.00 ; 
0 2 2 94.00 9 101.00 101.00 — , ah ne 
ee : f 95.00 5 195.00 105.00 ox 5 37.50 
240.90 2x 102.90 9 115.00 115.00 2x 6 ’ 67 50 
255.00 2x12 112.00 112.0% 112.00 122.00 122.00 on10 RO BT RO 
. ?x wei 
Celling or Flooring B and Bir, 9-16 : Dimension ox12 67.50 
1 R&Btr : P dD 0 2 85.00 86.00 a8 nO 498.00 
Ix3 120.00 160 ry 2” " x 6 77.00 177.00 77 89.00 94.00 No. 2 Dimension 
1x4 120.00 115.00 95.00 75.00 76.00 72 85.00 94.00 2x 4 6000 80 60.00 80.00 
Diseo t n mouldings 620 20° odd 2x10 81.00 88.00 : 95.00 95.00 = 2 A Re > ( vary) 4 EH 
x 6 FO.50 BOLE 60 64.5 
nett 2x12 82.00 R200 3 100.00 100.00 °x g na st OF 5a 00 64.50 
9 9 © 9° ra 84.5 
Series 8.000 No. 3 Dimension R/L Only ss es oH oo 30 4 ot te 64.50 
Listing under 4.00—list plus 25% 2x 4 — 60.00 wy 7 tal ee 
Listing 4.900 and over-——list plus 35% 2x 6 5R.00 (Roards graded No. 1. 2 3, at flat 
- — 2x 8... £0.00 price; no price for straight No. 2. Mills 
Clear Lattice, 5/16” x 1°4”—3' to 18° 2x10 ‘ 57.00 do not grade out No. % dimension rep- 
100 lin. ft 1.50 2x12 . 57.00 arately as In fir 
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Ask US “about our 

11/16” knotty pine panel- 

ing with the anti-cupping 

feature. 

@ Fir, pine & redwood 
yard stock. 

® Fir, ponderosa pine, 
sugar pine and red 


wood factory ] } 
ee NS 
BLACK DIAMOND 


WHOLESALE CALIFORNIA LUMBER 


Exclusive Sales Agents For Soper-Wheeler CO 
(A WPA MILL) 

P.O. Box 2667 Sacramento, Calif. 

TWX SC 112 Gl 3-6258 





..- before it TALKS 


...is the way our doctors put 
it—“Our chances of curing 
cancer are so much better 
when we have an opportunity 
to detect it before it talks.” 


That’s why we urge you to 
have periodic health check- 
ups that always include a 
thorough examination of the 
skin, mouth, lungs and rectum 
and, in women, the breasts 
and generative tract. Very 
often doctors can detect can- 
cer in these areas long before 
the patient has noticed any 
symptoms. 


For more life-saving facts 
phone the American Cancer 
Society office nearest you, or 
write to “Cancer’’—in care of 
your local Post Office. 


American Cancer Society 
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Scrap Lumber Gift Brings 
Return in Extra Sales 


When the North Alabama Lum- 
ber Company, Jasper, donated 
scrap lumber to the Thatch 4-H 
Club to assist its members in re- 
placing citizen’s mail box supports, 
the firm had no idea the action 
would lead to a complete revision 
of its rural public relations pro- 
gram. 


Members of the 4-H Club cut 
cedar posts and then used the 
scrap lumber donated by the North 
Alabama Lumber Company to 
fashion standard mail box sup- 
ports for 185 boxes giving the 
community a 100% job of neat 
and uniform mail box installa- 
tions. 


Good Advertising 


The club members were able to 
offer the box holders a complete 
mail box, including cedar post, 
name stenciling and box repaint- 
ing, all for 75¢. 


The work was completed in 
February, and by the end of April 
increased sales from the Thatch 
community led every other rural 
section of the firm’s territory. 

New customers were added and 
many old customers increased their 
purchases. For low-cost advertis- 
ing, this idea has been one of the 
firm’s best. Even though the name 
of the North Alabama Lumber Co. 
does not appear on the new mail 
box supports, every resident is ful- 
ly aware of the part played by the 
dealer. 


To expand the program, sales- 
man Neil Lawhorn was named 
rural representative to work with 
rural youth and adult groups to 
furnish free advice on any farm 
or home project in the way of 
building, remodeling or repair. 
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A NEW SERVICE FOR READERS! 


e Designed to save you time 
e To make it easy for you to keep informed 


Now, you can obtain information about any PROD- 
UCTS ADVERTISED in American Lumberman & Build- 
ing Products Merchandiser or any product described 
in the “NEW PRODUCTS — NEW LITERATURE — NEW 
EQUIPMENT—SALES AIDS” sections, without having to 
write a letter or even a postcard. All you have to do is 
to fill in a coupon. It’s easy. Merely mark the informa- 
tion you want and sign your name. 


FOR INFORMATION ABOUT 
“WHAT'S NEW” ITEMS — 


All you have to do is to circle on the “NEW PROD- 
UCTS - NEW LITERATURE” section of the coupon beiow 
the number which corresponds to the number at the 
end of each item in which you are interested. Then 
fill in remainder of coupon and mail. 


Use the BLANK BELOW to obtain: 


Keep Informed on 
“WHAT'S NEW”! 


“WHAT'S NEW” ITEMS 


Be 


20 21 


FOR INFORMATION ABOUT 
ADVERTISED PRODUCTS — 


Note that each advertiser listed in the Advertiser's 
Index on the opposite page has been assigned a code 
letter. This code letter appears in parentheses to the 
left of the Advertiser's Name. 


For information about any product or service adver- 
tised in this issue, circle the code letter assigned to 
that Advertiser in the space provided on the ADVER- 
TISED PRODUCTS inquiry section of the coupon below. 
Fill in your name, title, company and mailing address 
and mail the coupon to American Lumberman & 
Building Products Merchandiser. 


As soon as your coupon is received in our office, it 
will be processed promptly and your requests for in- 
formation will be rushed to the Advertiser or manu- 
facturer of the “What's New” item. 


Take advantage of this new service today! 


“WHAT'S NEW” PRODUCT INFORMATION: 
Circle the code number on the coupon below which corresponds 
to the number listed at the end of that specific “WHAT'S NEW 


item 


ADVERTISED PRODUCT INFORMATION: 
Check the Advertiser's Index for advertisement’s code letter. 
Then circle the code letter on the coupon below. 


22 23 


38 39 40 41 


56 57 58 59 


ADVERTISED PRODUCTS 


Nome _. 
(Please Print) 


Company _ 


City 





. Position 


___ Address 


State 





Mail This Coupon to American Lumberman & Building Products Merchundiser TODAY! 


Buttptnc Propucts MERCHANDISER 





Portable Ladder 


An aluminum and _ hardwood 
portable ladder, the Porta-Fold, 
weighs 36 pounds and is 9”x15”x 
44” when collapsed. Manufactured 
by Porta-Fold Co. 


bor more data circle No. 1 on coupon, p. SI 


Z 


Gas-Fired Incinerator 

A new gas-fired indoor garbage 
and rubbish incinerator manufac- 
tured by Oakland Foundry Co. is 
planned to fit directly into the 
kitchen work-center, utility room, 


or basement. 
the trim 
pliances. 


For more data circle No, 2 on coupon, p. 51 


The incinerator has 
lines of modern ap- 


Automatic Storm Sash 
Bee Gee Automatic Storm Sash 
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PRODUCTS 


are now available for all 179 styles 
and sizes of the expanded line of 
Bee Gee all-wood casement, pic- 
ture and corner picture windows, 
according to Brown-Graves Co. The 
Bee Gee automatic storm sash 
opens and closes automatically 
with the window. 


For more data circle No. 3 on coupon, p. 51 


New Drill Kit 


Stanley Electric Tools announces 
a new drill kit for the handyman. 
The H10 is supplied with a quality 
drill to do a variety of jobs around 
the home. It comes equipped with 
a 4” drill, paint mixer, polishing 
bonnet, three sanding discs, three 
twist drills, rubber back-up pad, 
and metal carrying case. 


For more data circle No. 4 on coupon, p. 51 


New Thulman Chimney 


The new Thulman chimnzey is 
now made in seven-inch diameter 
which will provide: 35° more ca- 
pacity. This new unit rep/aces the 
6-inch flue and permits the us? of 
such units as a 150,000 BTU gas 
furnace, gas hot water heater and 
a gas home incinerator all on the 
one chimney. The new chimney is 
of the same basic construction es 
the earlier, smaller size. Majestic 
Company, Inc. 


For more data circle No. 5 on coupon, p. 51 
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New Wrought Iron Legs 

Belson Manufacturing Co. has 
announced a complete line of 
genuine wrought iron legs for do- 
it-yourself projects. 

Both hair pin and single rod di- 
agonal styles are offered. Size 
ranges on the hair pin styles are 
6”, 12”, 16” and 28”, and the di- 
agonal in 6”, 12” and 16” lengths. 


For more data circle No. 6 on coupon, p. 51 


New Ventilating Hood 

A ventilating hood, the Stan- 
thony S-600 is equipped with an 
eight-inch propeller type exhaust 
fan. Motor and fan unit lift out for 
easy cleaning. Illumination is pro- 
vided by two 40 watt incandescent 
bulbs. Shipped completely as- 
sembled and pre-wired ready for 
installation into any standard cab- 
inet. Stanthony Corp. 


For more data cirele No. 7 on coupon, p. 51 


Krollometer 


The Krollometer is an instrument 
that knows all the angles. The 
movable dial face shows all the 
angles in degrees on the one side 
while the reverse s‘de trans ates 
the degrees to inches per foot 
drop, carpenter square measure- 
ments and percentages of grade. 

The compact, plastic instrument 
is six inches square by °,” thick 
and it can be carried in the pocket. 
Christensen and Kroll. 


Fer more data circle No. 8 on coupon, p. 51 


Stone Design Insulating Siding 

A new stone design insulat'ng 
siding has been developed by the 
Flintkote Co. This siding, in the 
west will be known as “Ledge 
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Rock,”’ while in the east it will be 
produced under the name “Ruf- 
Tex.’’ Both are currently available 
in a light, mottled green and in a 
buff stone with a white base. In 
addition, Ledge Rock is produced 
in a pastel known as Crab Orchard. 


For more data circle No. 9 on coupon p. 51 








Mason’s Modular 
Spacing Rule 

A given-size modular brick i3 a‘- 
ways laid the same number of 
courses in 16 inches with a speci- 
fied joint thickness. One side of 
the No. 646 rule is marked with a 
16-inch repeating series of num- 
bers. The first section is 4 inches 
long, which permits butting the 
rule on the first 16-inch module. 
The other side of the rule is 
marked consecutive inches to 1€ths 
on both edges. Lufkin Rule Co. 
For more data circle No. 10 on coupon, p. 51 
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Gecause... 


B-H SPUN BLANKETS are easy to install. They 
have a firm, resilient body...hold fast to joists 


New Aluminum Doors * and studs... don't go limp in handling. Contractors 
Alumi-Door, custom-made .all- 

aluminum industrial and commer- 

cial doors, capable of spanning up 

to 60 feet without using posts or b 

mullions, have a fabricated weight CCAMIE... COUNTER DISPLAY 

of only one pound per square foot. 

Aircraft industry engineering and . BALDWIN-HI 

construction techniques are used in tne noe patel ts WALL AND WINDOW 

bracing and riveting. Light weight MERCHANDISING STREAMERS 

offers many advantages including PACKAGE identifies 

easy manual operation of large 

sizes. Knocked down shipment B-H Dealers as Head- DECALS 

made anywhere. Stevens-Thuet Co. quarters for B-H SPUN 


See ae eee BLANKETS. Send for J NEWSPAPER MATS 


New Pipe Insulation sample, and Catalog 


This new fibered, molded pipe . Sheet showing sales SALES LITERATURE 


insulation, manufactured by the helps, sizes available, and 

Owens-Corning Fiberglas Corp. is ,; ARCHITECTS FOLDER 
tough yet soft-textured and has features of the product. 

an improved thermal efficiency. 
For use at temperatures from sub- 
zero to 450° F., the new product 
is available with a canvas cover, BALDWIN-HILL COMPANY 
or a vapor seal jacket for cold 

pipes and with a waterproof roof- 


: : 2011 BREUNIG AVENUE .. TRENTON 2, N. J. 
ing felt jacket for outdoor use. 


pan nee dete abi He, thea Ot KALAMAZOO, MICH. «+ HUNTINGTON, IND. + TEMPLE, TEXAS 
(continued on next page) 


gain time; save money on every job. 
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NEW PRODUCTS 


(hegins on page 52) 


Home Work Shop 


Home Shop, new all-purpose 
power tool made by Heston & An- 
derson, combines five major toos 

saw, jointer, drill press, lathe 
and sander, all driven by one mo- 
tor. May be purchased as comp ete 
unit or one tool at a time. Com- 
plete unit sells for approximately 
$225, less motor. 


For more data circle No. 13 on coupon, p. 51 


Alkyd Wall Finish 


Savoy-Flat Alkyd Wall Finish, 
a new odorless type flat enamel, 
has been announced by Phelan 
Faust Paint Co. It is available in 
the former Faustone flat wall paint 


is no longer available in colors, 
but will be available in white. 


For more data circle No, 14 on coupon, p. 51 








Room Air Conditioner 

The 1954 Westinghouse %4 h.p. 
deluxe room air conditioner, model 
AD-75D, features push - button 
controls which provide a choice of 
10 comfort zones. A 1,300-watt 
heating element provides warmth 
on chilly days. The concealed con- 
trols are easily accessible at a no- 
stoop level beneath the cabinet lid. 
Westinghouse Electric Corp. 


For more data circle No. 15 on coupon, p. 51 
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New Pattern Vinoflor 


Three new patterns have teen 
added to the Armstrong Cork Com- 


terns, featuring a twist textured 
effect, as shown above, are in 
shades of green, gray and rose. 

These additions bring the Vino- 
flor line to a tota! of 17 patterns 
seven in a spatter design, five in 
geometric type designs, two tile de 
signs, and the new textured effect 
in three colors. 


For more data circle No. 16 on coupon, p. 51 


New Drill Presses 


Toolkraft Corp. announces the 
production of new Darra-James 12- 
inch drill presses with cast iron 
one piece heads and six spline 
spindles. Bench model 350-B is 29 
inches high, weighs 61 pounds. 
Floor model 351-B is 66 inches 


pany’s line of Vinoflor, vinyl plas- 


L C high, weighs 93 pounds. 
tic flooring material. These pat- 


For more data circle No. 17 on coupon, p. 51 


shades including white. Faustone 


PONDEROSA PINE 


WHITE FIR INCENSE CEDAR 
High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 








Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 


roar 























DOUBLE THE RETURNS FROM 
YOUR NEWSPAPER ADVER- 
TISING by using our cor- 
4 ' toons. Your cost is only 50c 

' per week—so YOU Are Los- 
ing MONEY if you Pass This 
Up. Select from 104 cartoons 
on Building, Remodeling, etc 
Mats come in 1 of 2 column 
sizes to fit any size ad. 
Also 350 FREE copy ideas. 
Exclusive city franchises > 
ing fast. Write today for 
FRFE proofs and complete 
information to: 


valahinelinie tie Gin tike amas Se See 


you going to get this roof fixed?” RFD 3, Santa Ana, Calif. 


More Flooring Profits 








you'll win repeat business with DIAMOND HARD 
Northern Hard Maple Flooring. ‘Excellent 2nd” and 
“Thrifty 3rd’ grades that are long on service and 
wearability allow savings up to 50%. You can bid 
iower, pocket more contracts! 


Your builders will win more flooring jobs—and \ 


Ask us about our new “gym 
nasium” grade, too (50% or bet- 
ter Ist grade). It matches Ist 
grade in beauty and performance, 
yet costs less 








Phone 3633 or 6400 today! 





Name....... . J. W. WELLS LUMBER COMPANY 


Address 





Menominee, Michigan 
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New Louver Blind 


Flexo louver blinds are mad~ of 
W.P. Pine. Stiles and top rails 11,” 
x14”. Bottom rails 114”x3”. Slats 
52”x414” dadoed into stiles and 
securely nailed. Treated with to-ic 
and water-repellent wood preser- 
vative. Carton packed, 4 pairs to 
a carton. Available 1’4” wide in 
three heights, 33”, 4’7” and 5’11”. 
Farley & Loetscher Mfg. Co. 


For more data circle No. 18 on coupon, p. 51 


i! 


New Door Closer 


The new Schlage door closer is 
operated by means of a compres- 


We're building sales for you! 
Here's how... 





#8 
Lockwood 


CR Lockset 
Catalo ue 
lia 

















25,000 BUILDERS 


receive this file of val- 
uable information on 
building materials. 
They will be looking for 
LOCKWOOD dealers. 





lockuood 


LOCKWOOD HARDWARE MANUFACTURING COMPANY L 





_———— 


sion spring in conjunction with a 
hydraulic piston and two adjust- 
ing valves. By making two or three 
turns on the adjusting screw the 
door can be closed as fast as two 
seconds or as slow as two minutes 
and still prevent slamming. Schlage 
Lock Company. 


For more data circle No. 19 on coupon, p. 51 


New Sponge Cloth 


The Amsco sponge cloth is made 
of cellulose. This sponge cloth is 
said to have the absorption quali- 
ties of a sponge and the strength 
and flexibility of a cleaning cloth. 
Cellulose Division of the American 
Sponge & Chamois Co., Inc. 


For more data circle No. 20 on coupon, p. 51 


New Belt Sander 

The new Burgess belt sander is 
built of cast aluminum. The built- 
in motor is automatically cooled, 
and has self-lubricating bearings. 


Other features include chain drive 
and a quick-acting belt tens‘on re- 
lease which permits the user to 
change belts quickly. Burgess Vi- 
brocrafters, Inc. 


For more data circle No. 21 on coupon, p. 51 


® 


New Heavy-Duty Hacksaw 


The Roto Sabre Saw is a rugged 
hacksaw designed for use with any 
1,” electric drill. It is designed 
to take one stroke for each two 
revolutions of the drill to prevent 
burning saw blades. All parts are 
of specially designed alloy steel, 
machined, hardened and ground to 
close tolerance. Rotex Company. 


For more data circle No. 22 on coupon, p. 51 


New Versa-Table 
The new Wallace Versa-Table, 
used in conjunction with a drill 
press, Shop-Smith, radial saw, or 
similar tool provides a mechanical 
(continued on next page) 
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SAVE TIME—MONEY—MANPOWER 











Sweet's 

















L i qht 
Construction 


File 





modities 


6 ins 


America’s Most Complete \L-11 
Line of Quality 
Builders’ Hardware 





Fitchburg, Massachusetts 


BuILDING Propucts MERCHANDISER 


This compact, lightweight, reversible belt conveyor 
unit handles and elevates bundled and sacked com 
flooring, 
for loading materials into car or truck 
No. -ll elevates to 7 ft. 6 ins.: 

Write for 


STANDARD CONVEYOR CO. 
General Offices: 
North St. Paul, Minnesota 
Sales and Service in 
Principal Cities 


| Investigate THE HANDIBELT 


couemeenns Ss) i! | 


lath, cement—to proper height 
Two types: 
No. lo elevates to 10 


HANDIBELT bulletin No. 


RAVITY & POWER 
CONVEYORS 








(To obtain more data on advertised products see page 51) 55 





NEW PRODUCTS 


(begins on page 52) 


feed and control of the materia! 
for work. 

A quick-acting clamp holds the 
material to the Versa-Table fence 
Each turn of the handwheel moves 
the table two inches, and the total! 
traverse is 12 inches. Positioning 
of the table is by means of a grad- 
uated stop bar with adjustabl 
stops. J. D. Wallace & Co. 


For more data circle Neo. 23 on coupon, p. 51 


Silvered Bow! Lamp Fixtures 


New designs of concentric-ring 
luminaires have been announced by 
the Westinghouse Electric Corp 
for silvered - bowl incandescent 
lamps. These fixtures are made for 
lamps in all ratings from 200 to 
1000 watts. 

Three vertical rings are p'aced 
concentric with the lamp axis to 
shield the bright neck of the lamp. 
With this arrangement, the light is 
direced by the reflector in the base 
of the lamp to the ceiling without 
the light source being visible at 
any normal viewing angle. 


For more data circle No. 24 on coupon, p. 51 


Handle Kit 


The home craftsman can now 
buy a self-contained tool handle kit 
which contains the elements for 
easy replacement of broken han- 
dles. The kit, produced by Tatem 
Manufacturing Co. contains an as- 
sortment of six quality hickorv 


handles for hatchet, claw ham- 
mer, ball peen hammer, file, and 
two sizes of chisels, with the prop- 
er wood and steel wedges. 


For more data circle No. 25 on coupon, p. 51 


New Calculator 


Arithmetical prob'ems i= the of 
fice are solved rapidly by this F acit 
calculator, model NEA, an office 
machine about half the size of a 
standard typewriter Electrical and 
automatic in operation. this calcu- 
lator has a 10-key keyboard that 
permits high performance speed 
through one-hand touch operat’on 
The NEA performs division auto- 
matically; multiplication is semi- 
automatic, with automatic  step- 
over. Facit, Inc. 


For more data circle No. 26 on coupon, p. 51 


New Home Workshop 


It is now possible for hobbyists 
to buv a five-in-one, home power 
workshop with tilting-arbor me- 
chanism instead of a tilting table. 
Plana Centric Tools’ home work- 
shop includes these parts: mitre 
gauge, rip fence, saw guard and 
splitter, eight-inch combination 
blade, spur and cup centers, Al}- 





Phones: 8-8747 ~ 5-1191 





BRAZILIAN PARANA 


Air or Kiln Dried, Rough or Surfaced Two or Four Sides, Random 
or Stock Widths, Random Eight to Eighteen Foot or Special Lengths 


Kiln Dried Worked to Pattern Mouldings, 
. Paneling, Casing, Base and Jambs 


CAR OR TRUCK LOADS—Quotations on receipt of your specifications 


THE FRANK A. CONKLING COMPANY 


Memphis 3, Tennessee 
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len wrench, box end wrench, eight- 
inch sanding disc, tool rest, ex- 
tension table, 14” geared Jacobs 
chuck and key and two V-belts. 
For more data cirele No. 27 on coupon, p. 51 


(continued on page 58) 





What's YOUR Answer? 


Students and veterans of the retai) lumber 
and building materials business ae tu: ning 
in increasing numbers to the pages of the 
American Lumberman fer the right answers 
to their every-day and long-range qve_ tion: 
Our daiy mail bags produce scores of let- 
ters seeking individua iz d information from 
our departments. If you have a special prob- 
‘em, *rop a line to our editor for a quick 
complete and factual reply. To keep ab east 
of the changing tides in the industiy, many 
dealers use this short quiz to doub'e-check 
themselves on the vital contents of each 
issue of the American Lumberman. 


What's YOUR Score? 
9 to 10 correct: Excellent! 7 or 8: Good. 
5 or 6: Fair 

1. All-purpose window mate- 
rials packed in Enclose-A-Porch 
Kits are advertised by what cor- 
poration ? 

2. What does the first item in 
the American Lumberman’s news- 
letter say about mortgages? 

3. What manufacturer of ten- 
sion screens uses a check-list of su- 
perlatives to describe its spring 
promotional campaign? 

4. How late do some lumber 
yards, located near stock yards, 
stay open to catch farmer-trucker 
trade? 

5. An electric hand saw that 
features “exclusive Tru-Guide”’ 
and retails for $29.95 is featured 
by what manufacturer? 

6. A list of a dozen ways to at- 
tract evening customers introduces 
a comprehensive article on dealers 
who maintain night hours. Can 
you name three of the methods? 

7. An excellently - engineered 
blond attired in brief shorts and 
polka-dot bra entices the eye into 
the advertisement of what Cali- 
fornia lumber firm? 

8. How do some northern states 
dealers boost wintertime volume 
by cashing in on a sport? 

9. A smoking volcano is the 
symbol of what plywood and ven- 
eer company ? 

10. How much reduction in 
yardmen and trucks resulted at 
Stembler & Ford, Inc., after me- 
chanization of the yard? 

Answers on page 58 
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No. N131 


Write for 
Catalog No. 12 
illustrating our 
line of builders 
Hardware bi 
Specialties. oh 


No. N130X35 No, 132X35 


ROCKWOO 


MANUFACTURING CO. 
ROCKWOOD, PENNA. 








Manufacturers of Band Sawn 


NORTH CAROLINA PINE 
SOUTHERN HARDWOODS 
CYPRESS 
a 

End-Matched PINE, OAK, - 
MAPLE AND GUM FLOORING 


Modern Moore Kilns — Planing Mill Facilities 


MILEY, SOUTH CAROLINA 
ONE OF THE OUTSTANDING OPERATIONS OF THE SOUTH 


Members: 




















BuitpING Propuctrs MERCHANDISER 
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argest Product Showin L 
in History! i 
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“= 
AHB'S 10th ANNUAL = 


a 
ONVENTION = 
XPOSITION 


Lt 
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CONRAD HILTON 
& 
SHERMAN HOTELS 


CHICAGO 


JANUARY 
DEALERS INVITED 17-21 


The National Association of Home Builders will celebrate its 
10th Annual Convention and Exposition with the greatest 
presentation of building materials and equipment ever shown 
any where. 

Nearly 300 nationally known brands (20% more than last 
year!) will be represented. The huge exhibit areas of two great 
hotels will be jammed with every type of product you sell. 
Here you can see and examine the newest and best products 
on the market, get the firsthand story right from the manu- 
facturers and make your plans for the coming year. And you 
can stock up on a wealth of valuable merchandising ideas . . . 
all in just 5 short days! 

See this fabulous show yourself, take advantage of the 
unusual opportunities it offers you, Over 4,000 dealers attended 
last year! 

In addition, you'll find scores of valuable features on the 
Convention program—all the latest developments in product 
use, construction methods, merchandising, remodeling and 
plenty of other subjects about which you want to be informed. 

Register now. If you are a member of the NAHB, all details 
are handled by your local NAHB Chapter. If you are not a 
member of the NAHB, make your hotel reservation through 
Convention Headquarters. Advance registration ($15 for men, 
$10 for women) must be sent with hotel reservation request. Con- 
firmation and registration certificate sent to vou at once. 
Make checks payable to National Home 
Builders. Please show name, address, business 


Association of 


classification and date of arrival for each 


person included in your request. Write today! 


oe 


h HOWE BLILOLKS 


NATIONAL ASSOCIATION OF HOME BUILDERS 
Convention & Exposition Headquarters 
111 W. Jackson Bivd., Chicago 4, Ill. 
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NEW PRODUCTS 


(begins on page 52) 


Dehumidifier and 


Space Heater 


Equipped with casters for port- 
ability, the 1954 Westinghouse de- 
humidifier, model HR-4A, can be 
used to remove moisture from 
room air or used as a supplemental 


space heater. The new dehumidi- 


fier removes up to three gallons of 
water from the room air every day. 
A 1,325-watt heating element, 
when turned on, uses the dehumid- 
ifier blower to drive the heat into 
the room. Westinghouse Electric 
Corp. 


For more data circle No, 28 on coupon, p. 51 


New Sliding Door Lock 

A new sliding door lock has been 
developed by Adams-Rite Manu- 
facturing Co. Installation of the 
Adams-Rite lock, known as No. 
600 Two-Bore requires only a 
standard 21,” diameter’ bore 
through the stile. The lock is ad- 
justable for all doors 154” to 13,” 
in thickness. A second model fits 
smaller doors. 


For more data circle No. 29 on coupon, p. 51 


New Electric Paint Remover 
A new electric paint remover is 
announced by the Shepherd Ma- 
chine and Die Co. According to 
the manufacturer this new electric 
tool quickly softens paint electric- 


58 


ally regardless of number of coats 
and peels it to the bare wood grain 
as fast as 31% square feet per min- 
ute. 


For more data circle No. 30 on coupon, p. 51 


New Snow Remover 


A new snow remover for side- 
walks and driveways has been an- 
nounced by the Pioneer Gen-E- 
Motor Corp. Called the Blue Dia- 
mond Sno-Mover, it is powered by 
a four-cycle two-horsepower Pion- 
eer gasoline engine, and has an ad- 
justable chute to throw the snow 
to either the right or left side. 


For more data circle No. 31 on coupon, p. 51 


New Flue 


The prefabricated Monarch Safe- 
ty Flue is pre-assembled in three 
sections, with simple “S” clips and 
drives to make air-proof joints. A 
patented construction prevents in- 





Solution to 
What's YOUR Answer? 


Stop! Read questions on page 56. 


1. Arvey Corporation, makers of 
R-V-Lite and Vimlite. Ad on page 4. 

2. Interest rate for mortgages to 
drop. Read the newsletter, in this 
issue on page 9, for important trends 
and developments. 

3. Columbia Mills, Inc., makers of 
Columbia-Matic tension screens. Ad 
appears on page 13. 

4. Until 2 a.m. See page 22 for 
details on attracting this unusual and 
lucrative farm trade. 

5. Portable Electric Tools, Inc., 
manufacturers of Pet Power Tools. 
Advertisement on page 25. 

6. (1) Study night buying habits, 
then pick the right night. (2) Men- 
tion evening hours in all direct mail 
pieces. (3) Promote a “ladies only 
night.” An exclusive article on even- 
ing business methods appears on 
pages 26-21. 

7. Superior Lumber Sales Com- 
pany. Ad on page 28. 

8 By building and selling mate- 
rials for ice fishing shacks. See page 
34 for this unusual twist to increas- 
ing winter volume. 

9. Aetna Plywood and 
Company. Ad on page 17. 

10. One-third. See page 26 for 
this fact-packed article—written by 
a dealer—about mechanical handling 
equipment. 


Veneer 


sagen oa 5 EPL 


side flue wobble. Two models are 
available. Special adapters are 
available for all makes of gas fired 
incinerators. P.B.R. Metal Prod- 
ucts Inc. 


For more data circle No. 32 on coupon, p. 51 


New Flooring Unit 


A new packaged unit heavy duty 
flooring is announced by United 
Laboratories, Inc. Called Steel- 
Rock, this new flooring combines 
a heavy steel mesh and special 
filler as a unit for surfacing floors 
subjected to extra-tough abuse. 


For more data circle No. 33 on coupon, p. 51 





WEEK-END HOURS 


(begins on page 22) 


R. M. DAVIS, president, right, and 
manager Howard D’Allen talk over 
their 400% increase in consumer 
sales since they erected and lived up 
to this sign. 


tram, “but we feel it is worth it.” 

The Redwood Empire Co. is 
gradually working towards an in- 
creased self-service layout in their 
showroom. “As rapidly as we 
straighten out a department, sales 
go up,” says Bertram. 

The Neiman-Reed Lumber and 
Supply Co., Van Nuys, Calif., is 
open all day Saturday and on Sun- 
day mornings. Ed Goldsmith, re- 
tail manager, reports that consum- 
er sales have increased about 23% 
in five years. 

The firm uses seven part-time 
salesmen to handle the week-end 
customers. Two of these men are 
builders and the others are equally 
well qualified to assist homeowners 
and do-it-yourself customers. 

Neiman - Reed advertising is 
aimed to appeal to consumer cus- 
tomers. Tre firm offers financing 
services and a plan library where 
week-end carpenters may study 
plans for projects ranging from 
dog houses to cabin cruisers. 

Other dealers like Harvey’s in 
Chicago stay open from 10:00 a.m. 
to 2:00 p.m. on Sunday. Special 
product demonstrations, manufac- 
turers’ movies and similar events 
help keep the store crowded during 
these hours. 


‘ovember 30, 1953, AMERICAN LUMBERMAN & 
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For well over 50 years Northern Woods have been recognized for their high quality. The 
Northern Lumber Mills are better equipped today than ever before to serve you with well- 
manufactured, accurately-graded Northern Woods. Consult the firms on this page for your 
requirements in Northern Woods. 


“sHolt Hardwood Co. 2 =. Ow CO. C.. SCR COnto, Wis. “(. M. Christiansen Co. 836. Cw CwSCeSSCSsCé@ ips, ‘Wiss. 


turer — Hardwood, 
Maple. Birch, Beech, Oak Flooring. Strip, Assembled Block An outstanding Wisconsin lumber manutac 
Herringbone. Parquetry types: all types Heavy Duty Flooring. White Pine, Hemlock and Cedar Products. 


“rd. W. Wells Lumber Co Menominee, Mich 
oo ? ’ ° ’ , . * j Mills ot Sales 
Hard Maple and Oak Flooring. Strip, Herringbone, Block patterns. Wm. Bonitas Lumber Co. ( Marenisco, Mich. / Office Neenah, Wis. 


Custom kiln drying. Upper grades Hard Maple and Birch lumber, Northern Hardwoods, White Pine, 
rough Modern Dry Kilns. Expert Millwork. 


Edward Hines Lumber Co. Bae abot 4 Chicago, Ill. “Goodman Lumber Company . . . . Goodman, Wis. 


Sales Office—77 W. Washington St.—Chicago 2 Northern Hardwoods, Hemlock, White Pine, Basswood, Hard- 
Hardwoods, Hemlock and White Pine. Planing Mill and Dry Kilns wood Dimension. Planing mill. Dry Kilns. Rotary cut veneers. 


* Boehm-Madisen Lumber Co. . . . Milwaukee 3, Wis. *Michigan Pole & Tie Co. Newberry, Mich. 


Mill: Lake Linden, Mich. Mfrs. Hardwoods. L.C.L. shipments Northern Hardwood Lumber, Old Faithful Hemlock. NORTH- 
kiln dried hardwoods from stock at Thiensville, is. ERN WHITE PINE. NORWAY PINE and Piling. Excellent 
Transit Millworking Facilities. 


Cadillac-Soo Lumber Co. . . . Sault Ste. Marie, Mich. 
Northern Hardwoods. Hard Maple a Specialty. Hemlock, White “Roddis Plywood Corporation . Marshfield & Park Falls. Wis. 


Pine. Modern Dry Kilns. Facilities for Surfacing. Resawing. etc. Roddis Lumber & Veneer Co. of Mich. . . lsonwood, Mich. 

Ro Lbr. & Veneer Co., Ltd... Sault Ste. Marie. Ontario, Can. 

* Compl. stk. Ly Hdwds.. Hemlock, W. Pine. Cedar Prod., Maple. 

Abbott Fox Lumber Co. . . . . {rom Mountain. Mich. Birch. Fig. Hdwd. Ven‘r'd Doors. Plywd. Mod. Dry Kiln facil. 
Manufacturers and Concentrators of Hardwoods, Hemiock and 

White Pine. Planing Mills. Dry Kilns 


“Ahonen Lumber Co. . =. =.) .) .) .~ tronwood, Mich. 


* Mills: Laona, Wis.) Sates North Hardwoods, Hemiock, White Pine. Spruce. Planin 
Connor Lbr. & Land Ce. Ca tae Mich./ Office Marshfield. Wis. Mill—Medern Dry Kilns. Sales agents for the “AAA” Sons 
EK. D. & A. D_ Hardwoods, Hemlock, W.:Pine—Cedar Shingles. MFMA Hardwoo 


Flooring. 
Posts, Poles—Laytite Rock Maple & Birch Fig.—Dimension stock. 


Schneider Bros. Lumber Co. . . . . Marquette, Mich. “Copeland Lumber Co. 
Northern Hardwoods and Hemlock. Hardwood engions. 
or Hardwood Turnings. Hardwood Pallets—any e. Plan- 
ing Mill and Dry Kilns. 


. Chicago, Ill. 
Mills — Marquette and Cusino, Michigan 
Sales Office — ICAGO — 135 S. La Salle St. 
Hardweods, White Pine and Hemlock 


tMember Maple Flooring Mfrs. Assn. *Member Northern Hemlock & Hardwood Mfrs. Assn. 
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SPECIAL HOURS 


(hegins on page 24) 


COVER: The late hours also appeal 
to the do-it-yourself customers who 
load their own materials on car-top 
carriers. Many homeowners and hob- 
byists can’t get to the yard during 
the daytime. This picture was taken 
at Johnson Cashway Lumber Co., 
Omaha 


and self-service boards which make 
it easy for livestock traders, farm- 
ers and do-it-yourself customers to 
buy products. 

“Many farmers’ wives come in on 
the trucks or in private cars as 
shipments of livestock are made to 
market,” says Stryker. “Wives al- 
so come in with the do-it-yourself 
customers and the women purchase 
their share of merchandise. 

“Whenever we hold a do-it-your- 
self clinic at our other yard we 


stay open until 9:00 p.m., so peo- 
ple who work all day can take ad- 
vantage of the clinic in the even- 
ing.” 

The Johnson Cashway Co. oper- 
ates yards at Hastings, Grand Is- 
land, and Gering, Neb., and at 
Council Bluffs, lowa and South St. 
Paul, Minn. Located adjacent to 
the stock yards, the South St. Paul 
yard also remains open at night. 
The long hours necessitate two 
shifts of employes, but the growing 
self-service layout of the show- 
room keeps the number of night 
sales personnel to a minimum. Most 
of the farmer and trucker custo- 
mers load their own trucks. 


Special Farmer Services 

Crane-Johnson, Inc., Fargo, N.D., 
offers a number of services and a 
wide range of products to appeal! 
to the farmer-trucker trade. Ward 
D. Briggs, president, says, “Our 
yard is located right near the Far- 
go stock yards and trucks go by 
here day and night. One of the first 
things we did to attract this trade 
was to install gas pumps. We also 
cash farmers’ livestock checks, 
which encourages them to spend 
some of their new money in our 
store.” 

Here is a partial list of the farm- 
trade products carried by the firm: 

Livestock truck bodies; wooden 


and steel water tanks; silos; hog 
feeders; fence posts; steel and 
wood gates; lightning rods; barn 
equipment; air compressors; deep- 
well motors; kitchen sinks; copper 
and galvanized pipe; farm septic 
tanks; guns and ammunition; fly 
nets for horses; saddles and whips; 
truck flares; cream cans; gloves; 
hand concrete mixers; vegetable 
boxes; brooder houses; hedge and 
tree trimmers; hog houses; ga- 
rages; farm machinery belts; 
jacks and log chains. 

The firm also encourages pack- 
age sales to farmers by prefabbing 
and precutting farm machinery and 
animal buildings. 

The products for the farmer are 
advertised on radio spots at times 
when farmers are’ likely to be 
tuned in. 


Fight Gyp Home Improvements 


Protect your customers against 
home improvement racketeers, In 
cooperation with the Lumbermen’s 
Association of Texas, the city of 
Houston and its Better Business Bu- 
reau published a six-page folder in- 
tended to warn homeowners against 
fraudulent practices. 

If your own lumbermen’s associa- 
or Better Business Bureau is interest- 
ed in distributing the folder, just 
write us for a free sample copy. 
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GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 
Mfrs. of HIT P| 4 (PINUS 
Genuine STROBUS) 


Also some Norway and Spruce 


AIR-SEASONED WATER-CURED 
Rough or Dressed 
Capacity 28 million feet annually 


BEECH - Oak - 


NOFMA Certified 


We presently have large stocks of BEECH and 
PECAN in all grades, available for prompt shipment. 


PECAN FLOORING is particularly suitable for 
INDUSTRIAL CONSTRUCTION, GYMNASIUMS, 
SKATING RINKS, and at the same time is a MAG- 
NIFICENT floor for HOMES. 


PECAN 


Sawmills — Braeside and Temagami, Ontario 
Member N-A.W.L. Assec. 1983 














1912-1953 


FLAVELLE CEDAR LIMITED 


MANUFACTURERS OF 


B. C. RED CEDAR SIDING, SHINGLES, LATH 


for over 40 years 


Substantial savings by use of either BEECH or 
PECAN. 


OBTAIN OUR PRICES 


MOBILE RIVER SAW MILL CO., INC. 


Mt. Vernon, Alabama 


PORT MOOOY 86 C.. CANADA 
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New Paint Scraper 
Merchandiser 

A new paint and wood scraper 
merchandiser shows the customer 
what type of scraper to buy for 
various paint and wood scraping 
jobs around the house. Three pop- 
ular sizes of scrapers are individ- 
ually displayed and identified. Hyde 
Mfg. Co. 


For more data circle No. 34 on coupon, p. 51 


Snip and Plier Unit 

The new P & C all-purpose snip 
and plier display unit may be ised 
as a self-selling counter display or 
as an addition to the present P & C 
merchandisers. The unit hods 
seven types of the newest snips 
for the majority of cutting jobs 
and four types of special pliers. 
It revolves at finger-touch for 
quick tool selection and takes only 
inches of space. P & C Tool Co. 


For more data circle No. 35 on coupon, p. 51 


Kitchen Display 


Here's a display background de- 
signed for Youngstown Kitchens 
dealers showing the firm’s newly 
announced equipment, including 
Diana Ensemble sinks. It features 
a 24-inch Diana Ensemble sink, a 
24-inch cutlery base cabinet, an 
18-inch mixer-grinder, a nine-inch 
tray cabinet, and a quarter-round 
wall what-not shelf. The display is 


BuILpING Propucts MERCHANDISER 


only 96 inches wide and is called 
the “Show ’em All” display back- 
ground. Mullins Manufacturing Co. 


For more data circle No. 36 on coupon, p. 51 


FORGED IPON HARDWARE 





Forged lron Hardware 

National Lock Co. announces the 
release of a new line of forged iron 
hardware. A natural finish 11”x16” 
counter display board, including 
applied hardware, is provided free 
of charge with representative stock 
orders. 


For more data circle No, 37 on coupon, p. 51 


Hardwood Display F Fixture 
Occupying space of only two feet 
square, the new Bru-Lux Display 
Vendor will hold 160 assorted con- 
tainers, covering all colors, in 


quarts, pints, half pint 
ter pint sizes. Display features 
American Medical Assn. Seal of 
Approval, and shows color chips 
under clear plastic. Bruning Broth- 
ers Inc. 


For more data circle No, 38 on coupon, p. 51 


and quar- 


yOUR Chel pooRme 
‘ALWAYS 00 DUTY, 


Door Closer Display 

A new “Shelby Doorman” dis- 
play demonstrating Shelby Screen 
and Storm Door Closers in actual 
use has just been announced by 
the Shelby Spring Hinge Co. This 
display shows the operation of 
either the Shelby 555 or 666 door 
closers. 


For more data circle Ne. 39 on coupon, p. 51 


ooo 
(2 ORALITY memes ry 


Nun 


New aun Tool 


Assortment 

Two new Midget Tool assort- 
ments, packed on a counter dispiay, 
are now being offered by Utica 
Drop Forge & Tool Corp. 

No. J-1 assortment consists of 10 
midget tools. The free counter dis- 
play, in yellow, red and_ black, 
holds all 10 models. Each tool is 
individually priced on the display. 

No. J-2 assortment consists of 
the same variety of five midget 
tools, all with red Plastisol covered 
handles. 


For more data circle No. 40 on coupon, p. 51 


HAR HAF TED 


Hardware Display Board 

The Crafts-Metals Co. has pre- 
pared a display which cons‘sts of 
a 16”x24” mahogany plywood 
board with solid brass handcrafted 
cabinet and furniture hardware. 
On top of the board is a printed 
selling aid describing the merchan- 
dise. 


For more data circle No. 41 on coupon, p. 51 
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Fork Truck Converts 


To D 
Redesigned Mower pins 


The 1954 Eversharp Town & 
Country reel type power mower 
now includes an automatic clutch 
and automatic retrievable starter 
as well as being redesigned for add- 
ed attractiveness, less possibility of 
clogging and easier access:bility 


portation Co. 


A new rotary dumping mechan- 
ism made by the Automatic Trans- 
slips onto the forks 

FF-15 electric 
converting the 


of this Automatic 
industrial truck, 
truck from fork operation to dump- Plank and beam construct:on is 
ing operation. Unique dumping ac- 


New Duplicopy 


Two models of Duplicopy are 
available. The Model A44 (see cut) 
features automatic feed. The Model 
H-44 is a manual feed unit. Both 
models are equipped with the Magic 
Fluid Flow and feature modern 
streamlined design finished in sap- 
phire gray and satin aluminum. 
Prints a minimum of 300 copies 
from one master. Anything hand 
written, typed or drawn can be re- 
produced at speeds up to 150 cop- 
ies per minute and in as many as 
five colors. Duplicopy Co. 


For more data circle No. 14 on coupon, p. 51 





gaining popularity in both residen- 


for servicing. It has a 21-inch cut 
and 1.6 h.p. four-cycle air-cooled 
engine. Midwest Mower Corp. 


For more data circle No. 42 on coupon, p. 51 


tion permits forward rotation of 
190 degrees by using hydraulically 
actuated pinion gear arrangement. 


For more data circle No. 43 on coupon, p. 51 


tial and apartment construction. The 
exposed planking and beams form an 
attractive ceiling and, at the same 
time, serve as subflooring for rooms 
above, or as roof decking. 








To 
INDUSTRIALS 
DEFENSE PROJECTS 
RETAIL LUMBER YARDS 


Se Head of 
The Deep South” 
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An Experienced Lumber Service 
That Knows the Producer's Prob- 
lems and the Buyer's Needs. 


Company 
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(To obtain more data on advertised products see page 51) No 


EFFICIENT LUMBER DISTRIBUTION 


WESTERN & SOUTHERN 
FOREST PRODUCTS 


Dependable Service Since 1928 
CALL US TODAY! 





= = at Vad 
“hiuard J. Koza Company 
WHOLESALE LUMBER 
1791 HOWARD STREET — CHICAGO 24, ILL 
TELEPHONE: ROGERS PARK 4-7148 


TANNEWITZ ort 


for Swing Saws 
© § AV 7 Ss $30 to $50 A MONTH 
IN LUMBER AND LABOR 

/ K ie) Days Free Trial 


ORDER NOW OR SEND FOR 
CIRCULAR 


fe” ecwananeds WORKS 
<r GRAND RAPIOS 
ae 


ai 


MICHIGAN 


ember 30, 1953, AMERICAN LUMBERMAN &% 








Stanley Electric Tools has just pub- 
lished a new book on “The Router, 
What It Is and Does.” It contains 
100 photographs and line drawings, 
showing the main applications and 
set-ups which are possible with the 
portable (hand-fed) electric router. 


For more data circle No. 45 on coupon, p. 51 


New Perlite Plaster namnhiet 
available. “How to Specify and Use 
Perlite Aggregate” is a new e'ght- 
page, two-color brochure produced 
by the Perlite Institute. It is illus- 
trated and contains helpful specifica- 
tion data, information on the perlite 
industry's certification and labeling 
program for plaster aggregate. 


For more data circle No. 46 on coupon, p. 51 


Portable conveyors for handling 
bulk and package materials are de- 
scribed in Lake Shore Catalog No. 6. 
Shown are Lake Shore Tote-All Model 
1, for handling coal and aggregate 
material; Model 2, for both bulk and 
package goods; Model 3, a portable 
or stationary package conveyor; 
Model 4, hydraulic drive conveyor; 
and the all-aluminum Model 6 Jeto 


For more data circle No. 47 on coupon, p. 51 


A new three-color screw driver 
folder employs 27 illustrations to de- 
pict each driver type. The folder also 
illustrates nine Vacombo screw driv- 
er kits, with complete descriptions, 
contents and individual applications. 
These kits range from the small kit 
containing one handle, five inter- 
changeable blades and six-inch ex- 


tension, to the screw and nut drive: 
kit containing one handle and 16 in- 
terchangeable blades. Vaco Products 
Co. 


For more data circle No, 48 on coupon, p. 51 


A Rustrem anti-rust paint bulletin 
is announced by Speco, Inc. The 
seven-page bulletin recommends uses 
for each of the six Rustrem colors 
standard black, super aluminum, ox- 
ide red, chrome green, medium gray 
and clear. It states that these paints 
can be used as attractive finish coats 
for structural steel, machinery, roofs 
building trim, etc. 


For more data circle No. 49 on coupon; p. 51 


The Terne Metal roofing field is 
promoted by “Terne Topics,’ a com- 
pany trade publication. Included in 
the third quarter 1953 issue are news 
briefs and photographs featuring re- 
cent installations. Follansbee Steel 
Corp. 


For more data circle No. 50 on coupon, p. 51 


The 1954 catalog-brochure just re- 
leased by Steelbilt, Inc. is illustrated 
with a variety of installation photos. 
The 12-page catalog includes: iso- 
metric renderings of construction de- 
tails on both top roller-hung and bot- 
tom roller types; 3-inch scale instal- 
lation details; details of varicus en- 
gineering features; basic models; 
stock models and sizes for both slid- 
ing glass doorwalls and horizontal 
sliding windows. 


For more data circle No. 51 on coupon, p. 51 


The story behind Pittsburgh Inter- 
lock wall tile is told in a four-page, 
full-color brochure giving details on 
installation, accessories and_ sales 
points for selling the do-it-yourse!f 
trade. Complete product informat‘on 
is included, plus a tile color chart 


For more data circle No. 52 on coupon, p. 51 


Portable Electric Tools are de- 
scribed in a new 44-page pocket size 
catalog. It contains complete speci- 
fications and prices for electric saws, 
sanders, grinders, drills, planes, rout- 
er, shapers, hedge shears, combo- 
tools, radial arms, blades, abrasive 


wheels, discs and tool accessories 
Porter-Cable Machine Co. 


For more data circle No. 53 on coupon, p. 51 


Over 100 different types and sizes 
of portable hoists are described in a 
catalog available from the Coffing 
Hoist Co. Among the units described 
are Coffing ratchet lever hoists, both 
roliler- and coil-chain models, with 
capacities from % to 15 tons. 


For more data circle No. 54 on coupon, p. 51 


Information Offered 
In Advertisements 


Do you wish detalled informatien on a specific 

product or service? Check through this easy-to- 

use index of literature and data effer in 
this issue's advertisements: 

ADVERTISING CARTOONS Proofs 
information; Lil-Ad Features See 
advt. p. 54 

CABINETS wood “Do-it-yourself 
folder; Carr, Adams & Collier Co, See 
adv't p. 8 

CONVEYOR UNIT: Bulletin No, Al-113 
Standard Conveyor Co, See adv't p 


ho. 
DOORS, flush and folding: Descriptive 
literature; Wisconsin Door Co See 
° on 


advt p. of. 

FIBRE GLASS PANELS: Folder; Che 
mold Co. See adv't p. 438 

GLASS SUBSTITUTES: “Do-it-your- 
self” book, counter display; Arvey 
Corp. See adv't p. 4 

GLASS SUBSTITUTES Sales alds 
Warp Bros, See adv't p. 68 

HARDBOARD, perforated Brochure 
Reflector-Hardware Corp. See adv't 


Pp ou 

HARDBOARD, perforated Literature; 
Woodall Industries, Ine See advy't 
p. 43 

HARDWARE, barn «x: National 
Mfzx. Co. See ¢ : 

HARDWARE, door Catalog No 
12; Rockwood Mfg. Co See adv't 


Dp v4 

HARDWARE, garage door: Informa- 
tion; Dor-Set Corp. See adv't p. 43 

INSULATION, spun wool: Folder, dis 
play unit; sales aids; Baldwin-Hill 
Co. See adv't p. 53. 

PAINT: Promotion aids, descriptive 
literature; Chi-Namel Paint & Var 
nish Co See adv't p. 23 

PLYWOOD, fir: Booklet; Douglas Fir 
Pivwood Assn. See adv't p. 35 

SAWHORSE BRACKETS: Display unit 
sales alds: Grand Haven Stamped 
Products Co. See adv't p. 30 

SASH BALANCE: Sales aids, data 
Pullman Mfg. Corp. See adv't p, 41 

SCREENS, tension: Displav unit, pro 
motion aids; Columbia Mills, Inc. See 
adv't p. 13 

TILE, flooring: Information 
Ine See adv't p 3 

TOOLS, power took, literature; Port 
able Electric Tools, Ine See adv't 

oF 


Moultile 


» oo 
TdoLS. power Circular; 
Works. See adv't p. 62 
WALL PANELS, prefinished: Sales aids 
Marsh Wall Products, Inc. See adv't 


Tannewitz 


pm. 32. 

WINDOWS, steel Descriptive litera- 
ture: Republic Steel Corp. See adv't 
p. 18 





classified 
advertising ... 


is the quick, economical way to find what 
you're looking for. Check the classified pages each 
and every issue—you'll find column after column 
offering real business opportunities 


. and it’s a sure way of disposing of used equip- 
ment or it can help you to find competent person- 


Kiln Dried REDWOOD SURROUNDS 


—Improve your Casement Installation 
—Reduce your Labor Cost 


Precut to exact length—Half Lapped and Mitered Joints. 


HEAD FRAME—SILL FRAME—JAMB FRAME—Available in 
random lengths. 


Redwood allows for expansion, is easily painted. 
Fits any standard type Casement, Steel or Aluminum, 


ANY QUANTITY — LARGE OR SMALL 


nel or a choice business for sale! Every other 
Monday copies reach some 25,000 interested per- 
sons in American Lumberman’s nationwide distri- 


bution. Check the classified pages for rates in this 
issue 


Buy direct from America’s Foremost Redwood 
Surround Manufacturer 


STORM KING CORPORATION 


505 East Pearl St. Miamisburg, Ohio 
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Can We Help You? 


Our main reason for publishing 
American Lumberman is to help you 
operate your business more efficient- 
ly—in short, to increase your profits 
and reduce your operating expenses. 

We have a number of valuab'e 
sales aids, some free and some avail- 
able at a nominal charge, to help you 
do just this. Please send your orders 
to American Lumberman, 139 North 
Clark Street, Chicago 2, Il. 


“New Profits in Tool Rentals” 

Many dealers are making extra 
profits with a tool rental depart- 
ment. Other dealers are considering 
tools for rental. Both groups face the 
same problems: 

How to select tools to rent; how to 
set rental fees; how to keep tool 
rental records; how to make money 
with accessories; how to advertise 
tools; when to sell used tools, 

You will find the answers to these 
questions in a valuable reprint ar- 
ticle from American Lumberman en- 
titled, “New Profits in Tool Rentals.” 
Just send 10¢ to American Lumber- 
man, 139 North Clark St., Chicago 2, 
Ill., and we'll mail your copy at once. 


Do-It-Yourself Kit 

More and more dealers are inter- 
ested in promoting consumer busi- 
ness. Now the trend is toward helring 
homeowners who want to do their 
own work by providing the building 
materials and services they require. 

American Lumberman has deve'- 
oped the only all-purpose Do-It-Your- 
self Kit available for dealer use. It 
contains banners for your windows: 
signs for your trucks; consumer fold- 
ers; suggested direct mail letters; 
newspaper ad mats; radio and tele- 


vision announcements and other a’ds. 
Price $7. 


Films You Can Use 

Visual aids like colored slides and 
movies are helping dealers cl'nch 
sales every day. There are scores of 
such industry films available. 

A description of these fi'ms and 
how to get them is explained in the 
reprint from another exclusive Amer- 
ican Lumberman article, “Films for 
the Dealers’ Use.” Price 10¢. 


Check Your Insurance Coverage 

How good is your insurance cover- 
age? Are you covered for lesser as 
well as major catastrophies? One 
way to be sure is to go over Amer- 
ican) Lumberman’s article, “Check 
Your Insurance Coverage Against 
This List.” 

The list was prepared especially 
for retail lumber dealers with assist- 
ance from insurance advisers to the 
Middle Atlantic Lumbermen’s Asso- 
ciation. No charge for this reprint. 


Free Fence Booklet 

An attractively-illustrated 16-page 
booklet entitled, “Let’s Build a Wood 
Fence,” is available for consumer dis- 
tribution. 

This booklet illustrates a wide va- 
rietv of wood fences; shows what 
types are best for various locations; 
gives customary dimensions and spac- 
ing for picket and stretcher fences. 
Write American Lumberman for 
source of these booklets. 
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Classified Advertising 


Terms — Cash With Order 
Minimum Charge $2.00 





Rates: 


1 Time — 10c per word for each insertion. 

Minimum charge of S0c per line. 
3 Times — 9c per word for each insertion. 

Minimum charge of 45¢ per line. 
6 Times — 8c per word for each insertion. 
Minimum charge of 40c per line. 
7c per word for each insertion. 
Minimum charge of 35¢ per line. 


26 Times - 


All ads for classified section must be In Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point style. No cuts or special borders 
allowed. Please indicate classification de- 
sired. Publisher reserves right to classify 
edit or reject any classfied advertisement. 
No agency commission or cash discount 
allowed. 
For advertisements bearing box number count 
five extra words. There are a ately 
5 words to a line and when less are specified 
or used, reqular line rate is charged. 


When answering box numbers or mailing 
copy for ads address them to: 


AMERICAN LUMBERMAN, INC. 
139 N. Clark St., Chicago 2, MM. 





HELP WANTED 





LUMBER JACKS & JILLS TOO: 


Why trust to luck in re your new posi- 
tion? We either have, or will develop the job 
you want in any section of the U.S. or Canada. 
Qualified persons with good records . 
sored on a “NO JOB NO COST” basis. Tell us 
your wants, Confidential. 


HINES EXECUTIVE SERVICE 
$355 W. North Ave. Chicago 39, Mlinols 


Wented—Experienced Manager for well es- 
stablished Illinois retail lumber yard. Must 
know retailing and be able to handle men. 
Salary. Bonus on volume. Must be under 50 
and sober. Two yard town. Pop. 8500. Per- 
manent position for live wire. Must be avail- 
able January 1, 1954. References please. 
Address Box N-20, American Lumberman, Inc. 


WHOLESALE LUMBER SALESMAN 


Opening availabie for an experienced lum- 
berman in the Southwestern Ohio area. Young, 
aggressive concern speciaiing in uprer 
arades of White Pine, with Mill Shipments, 
Transits and Distribution Yard service, re- 
quires high caliber reprreertative preferably 
with a following among the reta'l yards of 
this area. Reply fully t+ Northwest Lumber 
Company, Inc., 50-26th Street, Pittsburgh 27, 
Pennsylvania. 


Wanted by an established southern whole 
sale lumber company selling both southern 
and western woods two salesmen for south- 
eastern and central territeries. Give full in- 
formation, and all correspondence will be 
treated in strict confidence. Address Box N-35, 
American Lumberman, Inc. 


WANTED: An experienced lumber salesman. 
Must have a definite record of accomplish- 
ment on industrial accounts. Must be capable 
of earning a minimum of $10,000 00 a vear on 
salary or commission b»sis. Prefer man thor- 
oughly conversant with Western Softwoods, 
principally Spruce. Territory, Southern Mich 
igan, Ohio and Western Pennsylvania. Apply 
in own handwriting giving full qualifications. 
Address Box N-36, Arer'can Lumberman, Inc. 


MANAGER — Must be experienced in retail 
lumber busi : f dependent upon 
abilitv: write, stating age, evperience and 
qual'fications. Address Box N-33, American 
Lumberman, Inc. 





N we mi er 


HELP WANTED 





Help Wanted—Assistant manager home owned 
yard Illinois county seat, 5000 population, 
growing business, good opportunity. Ad 
dress Box N-50, American Lumberman, Inc. 





SITUATIONS WANTED 





Retail Manager, experienced in all phases of 
Lumber and Building Supplies. Honest and 
successful. Good on collections. Address Box 
N-24, American Lumberman, Inc. 


Building Material Executive. 20 years experi 
ence. Successful background in retail man- 
agement field. 46 years of ~~; — train- 
ing. Desire change. Retail, tolesale, Man- 
ufacturing. Address Box N43, American 
Lumberman, Inc. 


Detailing and billing special millwork cabinets 
and fixtures. 25 years experience all types of 
buildings. Address Box N-58, American Lum- 
berman, Inc. 


Manager, Assistant Manager or will buy. Sell- 
ing my interest in yard I manage, 45 years 
old, available after January 1954. Prefer In 
diana, Ohio or Illinois. Address Box N-57, 
American Lumberman, Inc. 


Position Wanted in South West. Age forty 
one, College Education, Experience. Sixteen 
years Yard Manager, Two years Millwork 
Salesman. Excellent References. What have 
you? Address Box N-56 American Lumber 
man, Inc. 





SALES REPRESENTATION 
WANTED 





MANUFACTURERS’ AGENTS WANTED — to 
contact lumber dealers with new small item. 
Good volume and good commission. Michigan, 
Ohio, Indiana, Illinois and lowa. Write K& K 
Supply Company, P. O. Box 321, Two Rivers, 
Wisconsin. 


Manufacturers Representatives who are expe- 
rienced in Builders Hardware field and are 
now calling on Building Material Jobbers. 
Hardware Jobbers and Contract Hardware 
Houses. We manufacture a quality line of res- 
idential hardware. The following territories are 
available: Wisconsin, Illinois. Inciena, Mis- 
souri, Arkansas, Mississippi, Louisiana, Okla 
homa, Kansas, lowa, Nebraska, Minnesota, and 
North and South Dakota. Address Box N-55, 
American Lumberman, Inc. 


WANTED SALESMEN with following to sel) 
Inland Empire Lumber. Idaho White Pine, 
Ponderosa Pine, Engelmann White Spruce, Fir 
and Larch and Canadian Western White 
Spruce, both KD and AD. Can ship highly 
mixed cars, good sized capacity. 


FOREST PRODUCTS COMPANY 
PEYTON BUILDING 
SPOKANE, WASHIINGTON 


DISTRIBUTORS WANTED 


New line of Grandview Birch paneled kitchen 
cabinets offered in standard modular sizes. 
Also Formica sink and counter tops. Write 
for catalogues and_ di t 

Grandview Products 
City) 129th Street 
Grandview, Mo. 





Co., (Suburban Kansas 
South on Highway 71, 


Carload sales organization desirous of obtain- 
ing additional mill connections for all species 
of domestic lumber for sales to retail yards 
and industry in Buffalo, Erie, and Cleveland 
area, commission or wholesale. Keeo us ad- 
vised on your transits. Write Cadillac Lum- 
ber Sales, Inc., P. O. Box No. 6621, Cleve 
land, Ohio. 


SALESMAN 
Man now covering lumber yards Northern I) 
linois including Chicago and suburbs to sell 
additional line of White Pine Mouldings. All 
replies held confidential. Address Box N-49, 
American Lumberman, Inc. 


3). 1953, AMERICAN LUMBERMAN & 








SALES REPRESENTATIVES 
AVAILABLE 





COMMISSION SALES CO. — Wants mill con- 
nections for Retail Yard and Industrial Trade 
in New Jersey, parts of Pennsylvania and New 
York; Fir, Hemlock, Ponderosa and Idaho 
Pine, Lumber and Millwork, Red Cedar, 
Spruce and Plyw Thoroughly experi- 
enced. Covering territor for 24 2 Reply 
Box N-41, Ameican Lumberman, 


WANTED: Manufacturer's representative wants 
additional lines for Kansas City and surround 
ing territory associated with the building ma- 
terial industry. 20 years serving the industry. 
Address Box N-52, American Lumberman, Inc 





WANTED — RAILS 





RAILS WANTED 
Any weight—Any tonnage 
W. H. DYER CO., INC. 
2111-A Railway Exch. Bldg., St. Louis 1, Mo. 


STEEL RAILS 


Any Quantity—Any Size 
MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, W. Va. 


RAILS 
New Relaying 


Always in market to purchase and sell ali 
classes railroad equipment. 


M. K. FRANK 
480 Lexington oe Park Bidq. 
New York, N. Pittsburgh, Pa 
105 Lake St., Reno, Nev. 


BUSINESSES FOR SALE 


YARD FOR SALE 
RETAIL LUMBER, hardware and coal yard. 
Excellent location. Coal unloading to dump 
truck equipment on the LA&N R.R. Co. Fifty 
miles south of Cincinnati. Ohio, between Fal- 
mouth and Cynthiana, Ky. Good profitable 
yard and can be increased. Been in business 
for 40 years. Will sell with inventory or 
without. T. L. Hardy, Berry, Ky. 








Well established Lumber and Hardware busi- 
ness in the richest cotton farming valley in 
U.S. Healthful high dry c'imate. Owner has 
other interests. Must sell. Address Box N-25, 
American Lumberman, Inc. 


FOR SALE: Small yard in N.W. section of 
Virginia, doing $100,000 to $125.000 volume. 
Owner moving to Florida. Address Box N-27, 
American Lumberman, Inc. 


Want to buy a lumber and hardware busi 
ness with as little as ten per cent down? Some 
young man of high character can do just that. 
Write Joseph Binford & Son, Crawfordsville, 
Indiana. 


FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming Pp ively 
small investment will handle. Owner wishes 
to retire. Address Box N-4°, American ion 
berman, Inc. 





Want sell part interest in modern planing mill 
to good operator. Exceptional oppertunity 
for good man. All new Yates uipment, un 
limited supply White Spruce lumber. Located 
in good town in Canada. P incipals respons- 
ible. Address Box N-46, American Lumber 
man, Inc. 


Lumber, Builders Supply Business. Yard with 


private sidings. Attractive store on heavy 
traveled highway in Eastern Qhio. Gross for 
1953 one half million dollars. Attractive pro 
nosition to parties with succersful record. 
$60,000 cash. balance on long period terms. 
Write Box N-54, American Lumberman, !nc. 


Long established lumber yard and planing 
mill in central Wisconsin. Good business 
Address Box N-51, American Lumberman, Inc. 


BuiLpING Propucrs MERCHANDISER 


BUSINESSES FOR SALE 


BUSINESS OPPORTUNITIES 





Old established Lumber and Supplies. $30,000 
stock, sell or lease property. Close in, Tulsa, 
Oklahoma. F. Newman Agency, 807 5S. 
Detroit, Tulsa, ‘Oklahoma. 


Retail lumber and wood products manufac 
turing business in central Illinois. Terms. 
Address Box N-53, American Lumberman, Inc. 


WOODWORKING PLANT 
Sales $6,000 month; large building area; 
complete equipment; low price. Specialize in 
cabinet work. 


APPLE CO. BROKERS, CLEVELAND, OHIO 





PROMPT SHIPMENT 





BUILDING PAPER 
Glas-Kraft 
Reflective Insulation 
Asphalt Felt 
Red Rosin 


Nail (larger a ) 
Twine + ber) 
Waterlox 

Seal-All 

Miracle Adhesives 
Miracle Anchor Nails 


SLIDING DOOR HARDWARE 
Joist Hangers (in boxes) 
“Miter Fast" Corners 
Aluminum Siding Nails 
7” Wall Ties — sy 
Adjustable Shelf 

HOSKING PAPER A, SUPPLY 
P. O. Drawer 43 Wilmette, Il. 





LUMBER & DIMENSION 
FOR SALE 





FOR HARDWOOD PALLETS, industrial crating 
dimension, radio cabinet skids and 
products ‘send us your inquiries. 


Corinth 
Hardwood Co., Bristol, Tenn. 





QUICK SERVICE TO DEALERS 
CL or LCL shipments 


Hardwood and Softwood 
Arch‘tectural Trim and Woodwork 


Stair Treads and Risers 
Plank Flooring—Wall Paneling 
Door Sills and Thresholds 
Special Windows and Doors 
Church Furniture 
Quick Estimating Service 


2,000,000 feet of hardwoods and 
softwoods in stock 


THE BUCHANAN LUMBER COMPANY 
Cumberland, Maryland 


Have available for sale to Retail Lumber 
Dealers in carload quantities or possibly truck 
g upon distance from our 
mill in Kentucky — perfectly manufactured 
25/32"x14e"—Kiln Dried Appalachian Oak 
Flooring in all ay — your inquiries appre- 
ciated. ok unch Lumber Company, 4631 
Reading Road, Cincinnati ot —_— — Phone 
REdwood 5700 — TWX CI-26 





Kiln Dried Douglas Fir bee et Clears 
Standard sizes through | 


also 
Extension Ladder Rails 
Cut Door Stock 
Step-Ladder Stock 


Inquiries answered promptly. 


Mouldings 
Millwork’ Blanks 


Al Clements Lumber Co. 
P. ©. Box 908 
Eugene, Oregon 


Phone 5-3317 TWX EG049 


FOR SALE: 150M dry jack pine 1x4-8’ & 
longer. 150M dry 4/4-8’ pop’ar. Can S4S or 


S28 and resaw. A. M. Rhoda Yard, Bemidji, 
Minnesota. 


LUMBER & DIMENSION WANTED 





Wanted: From Window and Door Manufac 
turers, etc. 4/4 — 5/4 — 6/4, rgh, dressed, 
K dried, clear soft pine “cut offs’’ or “trim 
offs’ or short Ights, bundled, loose, various 
widths and lengths, car lots. Quote prices 
Pay cash. 

Lancaster Lumber Co. 

P. O. Box 33 


Leominster, Mass. 





MISCELLANEOUS 
FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 

Minneapolis, Minn. 


ADVERTISING YARDSTICKS 


Basswood, 2-color. Same price as 1!-color. 
Also Paint P. AA 7 Al at hip . 


RB. J. DUMONT CO. 
156 So. Melrose Ave., Elgin, Ml. 








USED MACHINERY FOR SALE 





1937-D-40 International Semj-Tract Pole Trail- 
er, Winch, Fully ouvioned for logging and 
lumbering. Address: . Box 1282, Indian 
apolis, 'ndiana. 





Dry Kiln Stickers & Bolsters 


100,000 pes. 1144" to 2”—4’ long. Also 10,000 
pes. 4x4’—54" Ross Carrier bolsters Red 
& White Oak S4S HM then leg is bolted to 
bolster. This way bolsters become separators 
in lift truck stacking. 


Huss Lumber Company 
2301 No. Racine Avenue 
Chicago 14, Illinois 





BOOKS FOR SALE 





LUMBER AND ITS USES. By Kellogg. A 
practical outline describing in non-tec nical 
language the properties and uses of the prin 
cipal commercial species of wood which are 
manufactured into lumber. Fourth edition. 
Price $4.00. 


FOREST PRODUCTS. By Nelson C. Brown. 
Harvesting, processing and marketing of ma 
terial other than lumber, including the prin 
cipal derivaties, extractives and incidental 
products. Features 155 illustrations, glossary 
and reference list. Price $5.00. 


LOGGING. By N. C. Brown. The principles 
and methods of harvesting timber in the 
United States and Canada. This book will help 
the student and operator to qain a better un 
derstanding of logging methods employed. 
Price $5.00. 


COMMERCIAL HARDWOOD sIDENTIFICA- 
TION CHART. By B. F. Kukachka and Jj. 
Reno. Simple oon easy to understand 24. 
page wood identification chart covering most 
commercial hardwoods. Makes it easy to sep 
arate red and white oak; birch, beech, and 
maple; red gum and mahogany; Philippine 
mahogany and the true mahogany; cotton- 
wood, buckeye, and black gum: only to men 
tion a few. Visual wood identification made 
accurate and easy with just the naked eye 
and a hand lens. Price $1.00. 


AMERICAN LUMEERMN. 


AN 6 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, ML 
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Movie Producer: “Baby, you'd look good in 3D.” 

Starlet: “In technicolor?” 

Movie producer: “No, 3D is the number on my hotel room 
* . 

The telephone girl in Washington kne he shouldn't 
ly listened 
mm yn the coionel § Dut vhat / heard sh uld | 
trictly private 


listen in on private conversations so she 


Iramp: “Can you spare five dollars “ul payday? 
Man: “Sure, but when’s payday? 
lramp “You oughtta know You're the one who's working 
. 7 * 
que f1ton } ild 7 
man lder r younger than him elf he ha 
ide. Does he anna be mothered r 
7 . . 


In answer to the marry a 


Friend: “Why don’t you take the train home? 
Drunk: “It’s no use. My wife wouldn't let me keep it in th 


house , 


We'll all be happier whe 
to live within our income 
* * . 
Nationally known Homestead Brand Shingles ar 
retailed through the MAUK Lumber Co 
We are particularly proud to offer Homestead Brand Shingles 
because they measure up to the high standards of all MAUK 
merchandise. For you that means they are tested building items 
of proven high merit, priced right and recognized as an authentic 
value 
When it’s sold by MAUK it’s bought with confidence 
Homestead Brand Shingles 
. 


regionally 


Ord t 
. * 
Simple Celia says these day 
better or worse but for more or le 
+ . . 


“How come you've got a black eve?’ 


“You know that cute little blonde whose husband is out of town?” 


“Yeah.” 
“Well, he isn’t.” 


S mirer@irn 
alike in may disrespect 
. 
“Did you tell Jane I was a jerk?’ 
“Of course not. I thought she already knew.” 
. . . 
Do You Know Who Dep't 
Do you know who is most successful whe» 
for her work? {n artist’s model 
Do you know who look good in everything she take 
ff? <A strip tease dancer 
Do you know who its the most successful in th 


retail lumber business? The dealer who stock MAUK 


MAUK Seattle Lumber Co. 


Seattle 5, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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EVENING SHOPPING 
(begins on page 20) 


connected with night hours. The firm uses a skeleton 
staff of regular supervisory employes. Part-time em- 
ployes comprise the majority of the 60-man sales 
force. Schedules of the regular employes are stag- 
gered so they all get an equal share of the evening 
work. 


Shopping Center Hours 


A ‘little over a year ago the L. A. Thise Lumber 
Co., Inc., Lafayette, Ind., opened a remodeled show- 
room in the heart of an eight-business shopping cen- 
ter. Like the other retail stores, Thise is open from 
7 a.m. to 9 p.m. five nights a week. “Traffic in our 
lumber and hardware store has doubled within the 
last year,”’ says manager R. J. Thise. “Sales are up 
12% and there is a definite possibility of exceeding 
this figure next year.” 

H. Schwartz and Sons, Inc., Fall River, Mass., stays 
open every Friday evening from 7 to 9. The evening 
opening gives prospective home buyers time to dis- 
cuss materials, financing, contractors, site and plans 
with the firm’s building advisors. Schwartz is devel- 
oping two new housing areas and the home planning 
night definitely helps home sales. 

The John Schroeder Lumber and Supply Co., Mil- 
waukee, is also open until 9 p.m. on Fridays. Owner 
John Schroeder says, “We use our evening hours to 
appeal especially to families. We encourage husbands 
and wives to come in and shop together.” 

The firm builds floor traffic by demonstrations of 
power tools and wood working equipment and by con- 
ducting remodeling and paint application shows. 

Schroeder says, “In order to keep within the 40- 
hour bracket, employes who work at night take time 
off during the day.” 





WILBUR LUMBER Co. 


@27-79°9 WEST NATIONAL Ave 


PO BOK 253) 


n yrtancet 


ufficientiy r 











Reprints of the article mentioned above are now avail- 
able. For details, please write American Lumberman, 139 
North Clark Street, Chicago 2, IIL 


Advertisers’ Index appears on Page 50 





luaysayliding ide 


Friction-free smoothness 


No. 50 ho No. 52 
Trolley Door Hanger Trolley Door Hanger 
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MANUFACTURING COMPANY 


STERLING * ILLINO'US 





A MARVEL OF THE AG 


In 1924 one of 
the first uses ever 
made of Warp’s 
Flex - O - Glass 
was to enclose a 
porch on a farm 
home in Ne- 
braska. 


Jeo. A WORLD LEADER 


This picture 
shows a recent 
installation of 
Warp's new, 
crystal-clear 
Flex - O - Glass 
enclosing a 
porch on a mod- 
ern Illinois home. 


ver 7 000,000 Yards of Warp’s Window Materials 


29 Year Old Policy of “Quality First’’ Makes 
Warp’s Window Materials the Leaders 


Flex-O-Glass was first developed back in 
1924. This early beginning opened the 
door to better living for millions of home 
owners and renters. This revolutionary 
new substitute for glass brought low-cost 
protection from cold, wind, snow, sleet, 
and rain, within easy reach of everyone 
who could drive a tack. 


The 29 years from 


THEN to NOW have been 


search, experimenting and testing by Warp 
Bros. The original Flex-O-Glass has grown 
into an entire family of window materials 
that fit every purse and purpose... from 
the modern day crystal-clear Flex-O-Glass 
to the reinforced types so well suited for 
extra heavy duty and long wear. These 
boys also pioneered in storm window kits 
as well as packaged molding. Warp Bros. 
have always offered the largest and most 
complete line of Window Materials in 





This 6‘ x 9° porch was 
enclosed with one of 
Warp's Window Mate- 
rials by the owner and 
his wife in just two 
hours. Total Cost only 
$11.50 


filled with continuous re- America. 


The Best known Stores carry “Warp’s” 
—the First Name in Window Materials! 
Today's hometown merchant is keenly aware 
of his responsibility to render better service 
to his customers. That is why he prefers to 
handle only reputable name-brand merchan- 
dise such as ‘“Warp’s.”” Thirty thousand 
hometown merchants from coast to coast are 
enthusiastic over the steadily increasing con- 
sumer acceptance of Warp’s Top Quality 
Window Materials... the all-out national 
and local advertising and merchandising 
support makes for easier sales, friends, 

and repeat business. 


WARPS PRICES ARE NATIONALY ADVERTISED 


DISPLAY 


WARP’S FLOOR 
DISPENSER 
at end of aisle 


For dealers 
who prefer a 
counter type, 
ask for Warp’s 

No. M-400 


FREE DEALER TIE-INS 


Window Posters, Ad Mats and Counter 
Cards Free to tie you in with Warp’s 
National Ads. Write Warp Bros., 
Chicago 51 


MATERIALS 


“WORLD'S LARGEST PRODUCERS OF \ 


TOP QUALITY WINDOW MATERIALS—ESTABLISHED 1924” 





